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FOR YOUR CHRISTMAS DISPLAYS 


This year Dennison presenis an entirely 
new line of Christmas decorating materials. 

There are beautifully designed and 
printed Christmas panels which will trans- 
form your windows in a few minutes; jolly, 
lifelike Santa cut-outs; glistening icicles; 
complete window ensembles with every- 
thing you need to make a cheery, compel- 
ling window. 

Then there are the standard decorating 
materials which are meeting with such an 
enthusiastic response from experienced 
decorators — the brilliantly sparkling 
Frostex, the velvety-soft Velure, Lustr- 
Weav, with its shimmering beauty, and the 
corrugated decorating materials with their 
new distinctive surface treatments. 

It’s a complete line. You should see it 


before you plan your Christmas displays. 


See this new smart handbook of modern 
decorating. It shows the beautiful de- 
DECORATING signs available in this new Design-Crajt 
MATERIALS line and gives suggestions for distinc- 
tively different window displays. Write 
your jobber or direct to Dennison. 


S)ewmoons 


Framingham, Massachusetts 





Here are three of 
the many new cor- 
rugated-b acked 
panels in the Den- 
nison Christmas 
Line. At the right 
is the candlelight 
panel. Below is the 
Stardust panel and 
at the bottom is 
the three-dimen- 
sional Holiday 
House. 




















= fe | 








| 
| 
| 






SEPTEMBER 1936 


DISPLAY WORLD 






VOLUME XXIX No. 3 
COVERING THE DISPLAY ADVERTISING ARTS 














CONT EN FE.S 


Spokane Goes to Town 


This Year-'Round "Play" Shop Has Real Selling Power 
By W.T. Munford. . . 5 


Use Your Windows to Help Interior Display Sell 


Use a Touch of Novelty to Aid Display ‘Pull’ 


Should Merchandise Be Priced in Window Displays? ; 
By |.L. Vonderheide . . 10 


Institutional Displays That Added to Sales 
Stress the News Value of Merchandise 


Proof That Better Lighting Steps Up Sales 


The Robinson-Patman Act—Highlights and Difficulties 
By P.K. Seidman . . . 18 


1. A. D. M. Prize Winners 


The Modern Displayman—His Qualifications 


Editorial 


Some Autumn Suggestions 


Point-of-Sale Gallery of National Displays 


THE DISPLAY PUBLISHING COMPANY 


Publish th] t $3.00 a year for the United States; Canada and foreign, $4.00 a year; single copies, 30 cents each. For sale on news stands supplied b 
The Teste eee Gamenae = its branches. Entered as second-class matter September 20, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 


By John R. A. de Jung. . 3 


By Arthur J. Harper . . 6 


ei hee. . « 
By Charles C. Barry . . 12 
By-H.-Fi:.Green. -. . . 16 


20 


By Max S. Berck . . . 22 


24 


By L.E. Summerton . . 26 


30 


CINCINNATI, OHIO 














THE COVER 


The display of Dobbs hats shown on the 
cover of the September issue of DISPLAY 
WORLD was created by Forrest R. Robbins, 
display manager, Emry's, Spokane, Wash. 
Note that many of the hats bear miniature 
reproductions of the sign board which reads: 
"It's the Dobbs Cross Country." Here is a 
display which is simply and easily arranged, 
but still has great attraction. 


OUR NEXT ISSUE 


The October issue of DISPLAY WORLD is the 
annual Christmas number, replete with practical 
suggestions and hints for holiday display. Christ- 
mas display ideas from many of the leading 
stores will be included in this issue, both for 
window presentations and interior treatments. 
And besides there will be plenty of articles on 
different phases of display, including an article 
by Lew Blumberg, Zachry's, Atlanta, Ga., on 
"Streamlined Backgrounds.” L. E. Summerton 


also continues his series of show card articles. 
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“Good display dramatizes. Good display iso- 
lates and emphasizes. Good display pushes com- 
peting merchandise back and creates air— 
breathing space—eye-rest around the displayed 
object. Display is to modern merchandising 
what flowers are to the life of plants—what a 
peacock's feathers are in a natural selection— 
what a pretty dress is to a woman's admirers. 
Display is as essential to modern merchandising 
as air to birds—waier to fish—and song to a 
crooner."—Egmont Arens, New York City. 
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Spokane Goes to Town? 


‘he primary reason for the above heading 
is that Spokane displaymen are putting 
themselves on the map. In the past year 
they have contributed more to western dis- 
play organization than has ever before been 
done. This is not said to “pat them on the 
back,” for much remains to be done. But 
everyone familiar with what they have al- 
ready accomplished will acknowledge that 
the statement that “Spokane goes to town” 
is no exaggeration. John Ruskin once wrote 
the following, which I think is expressive 
of the attitude of the displaymen of this 
city: “The man or woman who does work 
worth doing is the man or woman who lives, 
breathes, and sleeps that work; with whom 
it is ever present in his or her soul; whose 
ambition is to do it well and feel rewarded 
by the thought of having done it well. That 


By JOHN R. A. DeJUNG 
J. C. Penney & Co., Spokane 


man, that woman, puts the whole country 
under an obligation.” 

In all fairness it must be admitted that 
there are contributing factors to this prog- 
ress. The depression dealt a much milder 
blow to Spokane business than to other parts 
of the country, as trade journals and govern- 
ment reports show. Then too, Spokane is 
the trading center for 119 cities and towns 
in two states, with a combined population 
of 283,523 in the region, and to date has 977 
industries situated in this area. Along with 


—tThis display of sports-wear is by Forrest 

R. Robbins, Emry's, Spokane. Another 

of his displays appears on the cover of 

this month's issue. The background is 

most attractive, but it is the arrangement 

of the merchandise which has the most 
appecl in this display— 











this, many national and local concerns have 
opened shops that give the ever-alert dis- 
playmen of the city something to think about. 

The consensus of opinion expressed by 
many nationally known manufacturers and 
retail executives who have seen Spokane at 
first hand is that the city has excellent sell- 
ing displays, conservatively executed, yet 
with a selling idea well presented. The 
Dobbs hat display, by Forrest Robins, 
Emry’s, which has been reproduced on the 
front cover of this issue, conveys this im- 
pression excellently, as do the displays of 
C. H. Fogelquist, Fogelquist’s Men’s Shop, 
and of Ted Miller, Garrett, Stuart & Som- 
mer. Unfortunately, space limitations will 
not permit showing more Spokane displays 
in this issue. 

The pregress in display organization owes 
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its being to several things. The Spokane 
Display Men’s Association was revitalized in 
May, 1934. It was an easy matter to ar- 
range for an alert demonstration committee 
to line up something of a real educational 
nature for the meetings. And, believe me, 
the displaymen outdid the “G” men in invest- 
igating the whys and wherefores of every 
demonstration. Under the guidance of con- 
scientious men, a display club can be a real 
asset to the members of the profession in 
any city, regardless of how large or small 
it is. A survey we made showed that the 
time and effort expended by Spokane dis- 
playmen in improving themselves and their 
work has netted them substantially higher 
salaries. 

For the past year the local club has been 
making preparations to put on the greatest 
Pacific Coast Association of Display Men 
convention ever held. The three-day ses- 
sion is to be held September 13, 14, and 15. 
(This is written late in August.) In making 
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plans, the first thought was to draft an 
organization along up-to-the-minute lines, 
After this was done, everyone found that he 
had a job to do which would not take too 
much of his individual time, but at the same 
time would help him through the research 
necessary. 

Some of the work that was done consisted 
of the following: The Spokane club issued 
a free bulletin for a period of seven months, 
containing from four to six pages devote 
to display, organization, news, and reviews. 
A total of 3,100 copies was mailed to dis- 
playmen in seven western states and four 
Canadian provinces. This was done with 
money from the members’ own pockets. The 
various chairmen and directors have sent cut 
over 1,200 individually addressed letters to 
displaymen in the Pacific coast and moun- 
tain states. A mailing list of 1,500 display- 
men was compiled and checked three time 
for accuracy. A list of display equip- 
ment manufacturers and display representa- 
tives was compiled and these individuals 
and companies were written twice, telling 
them of the approaching convention. The 
various Civic organizations have been ap- 

[Continued on page 31] 
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—Arrow shirts were presented effectively by 


Ted Miller, display manager, Garrett, Stuart 


& Sommer, Spokane, in the display shown at 
the top of the page— 


—Another display by Ted Miller shows an 
attractive grouping of apparel and acces- 
sories. The off-set panel in the rear has 

many possibilities for display purposes— 


—Especially appropriate at this time of year 
is the display of Hickok belts by C. H. 
Fogelquist, display manager,. Fogelquist's 
Men's Shop, Spokane. The cut-out figures 
of the huntsman and the hounds are repro- 
duced in miniature in the foreground— 
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This Year-Round “Diay” Shop 
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Has Real Selling Dower 


The interior shop is coming in for in- 
creasing attention in practically every store 

‘ any size. Concentrating merchandise of 
_related nature in one spot has a tendency 

“individualize” it, and it certainly lowers 

les resistance. The shop which carries 
this still further and displays every item 

cessary for one branch of sport, or for one 
form of social activity, has still greater 
jossibility of boosting sales volume. It is 
nuch easier and more pleasant for the cus- 
omer to be able to purchase her entire 
equipment without being compelled to run 
from one department to another. 

In making an addition to our store some 
time ago we built—almost unintentionally— 
a “Play House” which has been a consis- 
tent sales builder. The place was pretty 
much torn up during the construction work, 
but after the flooring was laid adjoining this 
particular section we found that we might 
be able to use some of the space before 
the work was even close to completion. 
Therefore we took a space 20 feet by 39 feet, 
put up temporary wooden walls and roof, 
and in forty-eight hours we opened the shop 
shown in the lower photograph. 

Every detail—fixtures, walls, floors, lights, 
painting, etc—was handled in this two-day 
period. The walls are of wood, covered with 
builder’s paper. They are painted white, 
giving a very nice texture to the finish. The 
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By W. T. MUNFORD 
Thalhimers, Richmond 


fixtures are of plywood, painted white and 
trimmed in sea green and yellow. 

A complete assembly of “play” merchan- 
dise was made, and sixteen departments are 
represented in this shop. It carries every 
conceivable type of equipment and apparel 
which could be wanted, ranging from sun- 
tan oils to culottes, dresses, sun-glasses, 
sandals, etc. The price scale is from 25 
cents to $5.50. 

Such a “Play House” has another advan- 
tage, in that it is not confined to the mer- 
chandise which would be appropriate for one 
season alone. The outfitting of the depart- 
ment changes with the seasons. For exam- 
ple, in a store farther north the shop would 
show ski suits and snow train accoutrements 
during the winter, switching to riding equip- 
ment and similar wares during the spring, 
swimming and water sports merchandise in 
the summer, and so on around the year. 

The top photograph shows a portion of a 
dress section of summer cottons that we 
used on the main floor during our ninety- 
fourth anniversary sale. This also was 


—A view of the "Play House” which was 
constructed on the spur of the moment. 
The entire department, fixtures, lights, 
merchandise, and all, was completed in 
two days. It has proved to be a real 
volume booster for Thalhimers— 





interior decoration 
which aided sales. The racks were not 
high enough to obstruct any view across the 
floor, and the three fitting rooms (like the 
one shown) gave ample space for fitting. 
This colorful spot, in blue and yellow, was 
one of the busiest places in the store during 
this anniversary sale. 


found to be a form of 
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Use Your Windows To Help 
interior Display Sell 


By ARTHUR J. HARPER 


Howland Dry Goods Company, Bridgeport, Conn. 


Not long ago the Du Pont Cellophane Com- 
pany, Inc., made a survey on the importance 
of correct display in selling lingerie. The 
results showed that more than half the women 
who make purchases in department stores— 
62.3 per cent—buy merchandise that they had 
had no fixed intention to buy. In other 
words, such purchases were impulse sales 
which were made only because some form 
of pressure was brought to bear on these 








shoppers after they left their homes. 

What was this mysterious thing which did 
so much to step up sales volume? Was it the 
efforts of the sales force? Hardly, because 
only a few of the customers interviewed for 
the survey admitted they had been influenced 
by salespeople in making their extra pur- 
chases. And this in spite of the fact that the 
sales force in practically every store is being 
instructed constantly to make suggestions for 


additional purchases, and are taught how best 
to bring about this highly desirable end. 

It was display which influenced 75 per cent 
of these sales, according to the statistics o})- 
tained by the survey. And although the tests 
were made to show the part of display in lin- 
gerie sales, this item constituted only 10.27 per 
cent of these impulse sales which contribute 
so much to a store’s volume. 

Here are some of the reasons the women 
gave for adding to their original intention: 
“T had no intention of buying this hat but 
I saw it in a case on display so I tried it on 
and now I am wearing it home.” “I was 
coming down in the escalator when I saw 
this display of covers, the exact color I[ 
wanted and which I had given up trying to 
find.” ‘The pajamas looked too attractive to 
resist.” “I seldom come in for any one cer- 
tain thing. I like to wander around and look 
at the displays and buy what appeals to me.” 

It is clear that these remarks apply to in- 
terior display specifically, which is to be ex- 
pected from a survey of this nature. But 


—Anything connected with Hollywood al- 
ways seems to draw feminine attention, 
hence this tie-up with stars of the movie 
colony in the display of bags. The actresses’ 
figures were cut-outs, bearing the originai 
bags from which the copies were made— 


—The shoe display shows a nice arrange- 
ment of footwear, the pillars, plateaus, and 
background furnishing a pleasing variation 
from customary stereotyped presentations— 
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—The lines of the slanting displayer in this 
window of bags drew the eye of the passer- 
by to the blow-up of a Vogue advertisement 
in the background. At the right an animated 
display proved that the zipper feature did 
not wear out the material of the bags— 


—The display of Congoleum rugs was win- 
ner of second prize in the class "A" divi- 
sion in a recent nationnal contest. In the 
background is shown a copy of the Saturday 
Evening Post, while another copy is opened 
to the page bearing the Congoleum adver- 
tisement. The blow-up in the rear completed 
the tie-up— 


—Gardenias galore were used in this dis- 

play of perfume. A half-ounce bottle of 

perfume was offered with a scented gar- 
denia for $I— 


n't lose sight that window display plays 

equally important part. It must aid in 
drawing the passersby into the store, after 
which the displays on the interior have a 
chance to get in their work—and very effec- 
tive work it is, judging from the figures 
quoted in the foregoing. 

It is the idea behind the window display 
which has so much to do with the success 
of a presentation. We have found it always 
advisable to dramatize a display by adapting 
it to something in which possible customers 
are naturally interested. For example, the 
window showing handbags used a Hollywood 
tie-up, for practically all women are interested 
in what that city stands for. As proof, con- 
sider the tremendous circulation of the dozen 
or more motion picture magazines. Hence, 
here is a subject which in itself is interesting 
to the people the display attempts to reach. 
By the use of this theme we automatically 
attract interest to the merchandise. 

A tie-up which is familiar to every display- 
man was utilized in the footwear display. It 
is useless to delineate on the merits of the 
Harper’s Bazaar background. It is sufficient 
to say that such proof of style-rightness is 
always a good theme. 

What woman is not interested in gardenias ? 
There is something about them which con- 
veys the idea of romance. So what could 
have been more effective for a display of 
gardenia perfume than by using for back- 
ground decoration the actual flowers? Here 
you have double interest again. 

Combining national advertising with win- 
dow display secured attention for the bags 
featuring Kover-Zip. Reproductions of the 
bags were placed on a slanting displayer be- 
fore a blow-up background. At the right 
was a novel motion display illustrating the 
durability of the ribbon closure. 

The same idea of using national advertis- 
ing to strengthen a window presentation was 
adopted for the Congoleum display. On the 
blown-up background of a Saturday Evening 
Post cover were tacked the actual cover and 
the page ad for Congoleum rugs. The set- 
piece furnished by the manufacturer was 
placed at the right of the window. 

So, although interior display does a tremen- 
dous selling job once the shopper is within 
the store, don’t forget that window display 
has the very important task of drawing the 
customer inside. And it is the idea behind 
the display which makes it interesting, and 
that is what counts in the long run. 
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Fo Aid Display “Pull” 
' r Oftentimes there is only a slight difference fy 
Sag between a selling display and one which a 


might as well be curtained for all the good 
it does. One will stop sidewalk traffic aid 
pull people into the store. The other is jist 
“on view” and represents a loss in time and 
money, without taking into account the fac 
that its place could be taken by a presenia- 
tion which would really sell. 1 

Where does the difference come in? Quite re 
frequently it is because one display has bee n 
thought out, with a bit of novelty injected “ 
into it to arouse interest. The merchandise 
is presented vividly, with imagination. In 
short, the display gets away from the trite d 
and hackneyed form seen so frequently. 

Putting freshness and “kick” into a dis- 
play is not difficult. There is a definite story [ 
to tell in any display; the only trick lies in 
studying the display problem from a new 
angle, and in having the courage to experi- 
ment and try the unorthodox. 

As one suggestion, try new perspectives— 
literally. Think of the background, for ex- | 
ample, as a medium for the actual display , 
of merchandise which is usually shown only t 

( 


= 





on the floor. Try new groupings of figures, 

different methods of draping. It is construc- ; 

tive thought which makes selling displays. 1 
The seven photographs shown here illus- ; 

trate in varying degrees how novelty can be 

made to appeal. The first display shows an ( 

especially good treatment of a difficult sub- 

ject by J. R. Stewart, Barker Brothers, Los 1 


Angeles. The broadloom is mounted on a | 
slanting displayer which slopes two ways. ' 
There is an element of the classical in the 
simple, dignified lines of the display with its 
three columns, the statuette, and the plain : 
window card. Note the unconventional posi- 
tion of the painting. Here is novelty which 
has stopping power and at the same time | 
adds an impression of stateliness and pres- | 
tige. 

L. E. Summerton, William R. Moore Dry | 
Goods Company, Memphis, is responsible 
for the thread and yarn display shown next. | 
The careful arrangement of the merchandise 
along geometrical lines makes a very power- 3 





—The three displays shown on this page 
are by the following, respectively: J. R. 
Stewart, Barker Brothers, Los Angeles; L. E. 
Summerton, William R. Moore Dry Goods 
Company, Memphis, and Ray M. Martin, 
Consolidated Gas & Electric Company, New 
York City. The broadloom rug is shown 
on a displayer which slopes two ways. The 
presentation is characterized by its classic 
simplicity. Summerton has used a careful 
geometrical layout to show sewing and knit- 
ting materials, dividing the different mer- 
chandise by the sales messages. Martin's 
display for electric waffle irons is handled in 
poster style. The clock has hands made of 
a knife and fork— 





"WHOLESOME @® DELICIOUS @ QUICKLY PREPARED @ DOZENS OF RECIPES 
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—From top to bottom the displays were 
created by Carl H. Shank, formerly with 
Stix, Baer & Fuller, St. Louis; Stuart Kintner, 
Fowler, Dick & Walker Company, Wilkes- 
Barre; Carl Shank, again, and O. D. Grimes, 
The Palais Royal, Inc., Washington, D. C.— 


ful display which gets its story over in a 
flash. Many varieties of sewing, knitting, 
and crocheting material is included in the 
window, but the entire presentation is made 
-oherent by the simple device of using the 
background lettering to divide the different 
merchandise. 

The displays of Ray M. Martin, Consoli- 
lated Gas & Electric Company, New York 
City, are always fresh and interesting, but 
none more so than the one entitled “Around 
‘he clock.” An open-faced clock, with a 
knife and fork for hands, has been super- 
imposed on a waffle-iron, giving an imme- 
diate tie-up with the slogan quoted above. 
The rest of the display is kept plain, two 
plateaus supporting six electric waffle irons. 
In utility display, whether interior or for 
windows, it has been found best to handle 
the showing in what might be termed “pos- 
ter” style. Many displaymen in other lines 
might follow this idea with advantage. 

Carl H. Shank, whose excellent work while 
he was with Stix, Baer & Fuller, St. Louis, 
made him well known to the profession, is 
the author of the yard goods display. The 
curves of the draping tend to conduct the 
eye to the center of the window, where 
miniature mannequins dressed in the mate- 
rial on view add a novel selling touch. 

Of a more conventional turn is the corset 
display by Stuart Kintner, Fowler, Dick & 
Walker Company, Wilkes-Barre, Pa. Here 
the fabric in the background serves as a 
frame to the very attractive mannequin, 
while the mirror in the center shows the 
appearance of the corset in the back. The 
display was used for the opening of a new 
corset shop. 

Another window by Carl Shank turns to 
a more prosaic subject, that of soup. But 
Shank’s handling of the display takes 
canned goods out of the “grocery store dis- 
play” category and shows that it can be pre- 
sented as attractively as any other merchan- 
dise. The touch of humor in the chef's 
caricature snaps up the whole window, while 
the arrangement of the different groups of 
cans is appropriate. 

The final photograph shows a display of 
blankets and quilts created by O. D. Grimes, 
The Palais Royal, Inc., Washington, D. C. 
The winter scene in the center background 
is beautifully done in colors. The division 
of the entire glass into rectangles is still 
another way of completely changing the ap- 
pearance of the window. Such innovations 
stimulate the jaded interest of pedestrians 
who have become all too familiar with the 
conventional. 

In planning selling displays remember one 
primary axiom: The public has to be stopped 
by the display before the window can sell 
most effectively. And one of the best meth- 
ods of stopping the passerby is through the 
judicious use of novel treatment for familiar 
themes. 
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Should Merchandise Be Priced 
In Window Displays? 


The question, “Should merchandise dis- 
played in windows be priced?” was a topic 
mucli discussed long years ago. Today it is 
still being debated. After making a rather 
detailed study of the subject, permit me to 
give you my version. 

In the first place it must be understood 
that windows have only one primary pur- 
pose—to sell merchandise. But before a 
window can sell anything it must bring the 
customer into the store. Statistics show that 
good windows will attract about 20 per cent 
of the passersby, but they do not state just 
how many actually come inside the store as 
a result of the windows. I fear that that 
figure is surprisingly low. So the objective 
to be attained by good display should be to 
make more people come into the store with 
an interest already aroused in the displayed 
merchandise. 


This brings up the question of price tags. 
Will pricing the merchandise on display at- 
tract more store traffic, or will the opposite 
be true? Just for example, let us say we 
have some dresses that we know have a low 
mark-up. To us the price is extremely low, 
but the store down the street has a much 
better “eye value” and even, perhaps, a bet- 
ter “true value” than ours. If we price our 
dresses in the window we are only telling 
the public to go to the other store for better 
value. On the other hand, should we drama- 


By I. L. VONDERHEIDE 


The J. D. Purcell Company, Lexington, Ky. 


tize these dresses, bringing out some par- 
ticular style features, quality points, etc., 
and not price them, then the public has 
something of interest. If the window is 
strong enough it may cause many to come 
into the department, if for no other reason 
than to find out the price. 

Thid gives the sales person an opportunity 
that she would not have had if the customer 
had remained on the street. The dresses 
may not be in the customer’s price range; 
the sales person has a chance to show her 
less expensive dresses, or better quality mer- 
chandise, as the case may be. At least the 
customer is inside the store and surrounded 
by apparel in which she is interested. 

Another angle to be considered: The 
dresses are to be displayed, and we are 
confident that they are ‘way under-priced. 
Then by all means price each garment. You 
notice that I say, “Price each garment.” A 


—The displayman who must arrange a dis- 
play for the autumn bride will find this 
display by |. L. Vonderheide of interest. 
The pipes of the organ were gold with 
chrome bands. The background was tinted 
a faint green, trimmed in chrome. The 
altar was a pure white, with a white run- 
way covered with real rose petals. Each 
bridesmaid carried a different style bou- 
quet. The poster read: "Wanted, the 
right man and the minister'— 


large card with bold letters may convey 
your message, but try pricing each garment 
and check your results against the large 
card price. Be sure to make your individual 
price tickets small and neat. 

I have gone still further and made a sur- 
vey of the public, asking many people which 
they prefer—priced or unpriced merchandise 
on display. Their answer was almost 
unanimous; they wanted the merchandise 
priced. It is easy to see why. We all go 
along the line of least resistance. The pub- 
lic does not want to have to come inside the 
store to find out the price of items on dis- 
play. Most women are actually afraid of 
encountering a shrewd sales person who 
will entice them into making a purchase. 
But on the other hand, take a survey of 
the “big bosses” and find out which they 
want: more customers in the store, or com- 
pliments on the windows! 

There are many other phases to this ques- 
tion of “to price or not to price.” Have 
you ever noticed a window which seemed to 
contain almost nothing but price tickets? I 
have seen them so outrageously done that it 
was difficult to see the merchandise, and 
have wondered which they are trying to sell, 
price tickets or commodities. 

One good thing to bear in mind, especially 
if you are in a city that is blessed (!) with 


[Continued on page 31] 
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That Added To Sales 


Every store at some time or another finds 
a need for displays of the institutional type. 
While such presentations are primarily for 
the purpose of building good-will, occa- 
sionally they can be made interesting enough 
to contribute their share to direct sales. 
such was the case with our tie-up with 
Newark’s celebration of her centennial. In 
pite of a hard rain on the opening day of 
our sale promotion at that time a substan- 
tial increase was shown over the 
period for the year before. 

Our entire front and all the windows on 
one side of our building were given over to 
institutional displays, and the same idea was 
carried out inside the store. Each display 
depicted some part of Newark’s history dur- 
ing the past 100 years. Art, science, engi- 
neering, literature, etc., were represented. 
A great deal of research work was necessary 
in planning the displays. About $2,000 was 
the total cost of this centennial exhibition. 
All the displays were constructed by our 
own staff, 

Once the decision had been made as to 
which scenes were to be portrayed, sketches 
were made, followed by blueprints, clay mod- 
eled figures of people and animals, and 
drawings on cardboard for the backgrounds. 
The most difficult task was to obtain cor- 
rect perspective and lighting. All figures 
and articles in the foreground were used 
as a starting point for a scale, with objects 
in the background made correspondingly 
smaller to give perspective. 


same 


—tThese institutional displays, in connection 
with the city's centennial celebration, were 
a real business stimulant— 


By H. H. LITTELL 
L. Bamberger & Co., Newark 





Two of the window displays are shown in 
the top photograph, while close-ups of two 


more are shown in the lower illustration. 
The marine traffic of Newark is portrayed 
by a representation of a freighter being 
loaded with war cargo, while other merchant 
ships and battle craft are seen in the stream. 

The coach seen in the other diorama con- 
tains a miniature figure of Abraham Lin- 
coln, copied from an old library print. The 
scene shows Lincoln after a reception at the 
Newark station. According to research, the 
reception was conducted by special request 
without pomp or ceremony. 


Twelve dioramas were used in all. Among 


the others were scenes in Newark during 
the Spanish, Civil, and World wars. Dis- 
plays in windows along Washington street 
contained an exhibit of articles, pictures, and 
records loaned by local schoois, colleges, 
museums, and various societies. 

While a tremendous amount of work was 
necessary for this series of institutional dis- 
plays, starting with the original planning 
and proceeding through the research and 
actual construction and installation, the re- 
sults in sales were well worth the effort and 
cost. Institutional displays can be made to 
pay in direct sales, providing they strike the 
public’s interest. 






The theory of promotion of Grosner of 
Washington is based entirely on the devel- 
opment and emphasis of the news value in 
merchandise. Of course, the operation of 
this theory must start at the very beginning, 
namely, with the purchase of the merchan- 
dise itself. In practically all cases, no mer- 
chandise is purchased unless there is some 
very definite and logical reason for making 
the purchase. The reason for the purchase 
of the merchandise is then exploited, when 
it is put on sale, in the display windows, in 
the newspapers, through the use of radio, 
and by word of mouth from the salesmen. 

No window displays are ever put in un- 
less there is a definite story behind them. 
As a result of this theory, most of our win- 
dows are what is known as the poster type 
of window. It is our desire to stop the 
passerby and tell him a story. This is to 
some extent difficult to do at any time and 
it is particularly difficult when it is neces- 
sary to do the job in a high-grade manner. 
However, we believe that the results are 
worth the effort. 

We are great believers in the value of 
display windows and believe in a liberal 
policy regarding expenditures connected 
with them. Likewise, we are very insistent 
that each window must be exactly right. 
This likewise has to begin back at the be- 
ginning. In other words, our windows are 
planned and discussed at least ten days 
before they are installed. The copy for the 
window cards is supplied the display man- 
ager at that time by the advertising man- 





DISPLAY WORLD 


Stress the News Value 
of Merchandise 


By CHARLES C. BARRY 
Grosner's, Washington, D. C. 


ager. This gives the display manager time 
to think out the window as well as time in 
which to prepare for it. 

After the window has been planned and 
installed it is given a very careful checking 
over and, of course, invariably touched up 
here and there. There is a tendency on the 


part of many displaymen to ignore smudges, 
nail holes, cracks, and rough and unfinished 
No store should tol- 
It is the 


spots in their displays. 
erate such work for an instant. 
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result of either carelessness or laziness. 
There is no excuse for either. On rare 
occasions, we have found that in spite of 
all this preparation and care that the win- 
dow has not worked out properly. In these 
cases, we have taken the entire window out 
and put the preceding window back until 
we could correct it so it would be as near 
100 per cent perfect as we could get it. This, 
however, is rather rare because in most 
cases we are able to overcome any unfore 
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seen difficulties when the window is put in. n 

We change our windows once a week. We i 

put the clothing window in on Monday V 

morning and the furnishings and hat win- € 
dow in on Tuesday morning. We install our 

displays early in the morning and _ exert t 

c 

h 

—The display featuring "half-tone" shirts 

was very simple, but effective. The back- a 

ground at the left carried a musical note i 

to match the deep-tone shirts which were € 

shown at that side of the window. The note r 

in the center was used in the same way to 

blend with the "half-tone" shirts, while at : 

the right the note was white, or "no tone,” ' 

to match the white merchandise— C 

t 

—The name "Chesty," exclusive with Gros- s 


ner's in Washington, was of black letters 1 
against a white background. Here again 
the background is kept plain, with the mer- 2 
chandise dominating the display. Also the t 
emphasis is on suits, with the accessory trim 
kept "light"— 
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—Excellent sales results were obtained by 

the novel arrangement of the hat display. 

The same idea would be equally good for 

felt hats, placing them against a contrast- 

ing background. It is the treatment that 

counts in this display, not the particular 
type of merchandise— 


—A black background and a black plateau 
for accessories gave good contrast in this 
display of white shirts. The window is 

typical of Grosner furnishings displays— 


every effort to have them completed between 
10:00 and 11:00. We have experimented with 
various periods of the day and prefer these 
hours because any other time of day would 
cause a great loss of window publicity due 
to the fact that there are a great many 
people passing. We dislike very much to 
change our windows in the evening after the 
store has closed because we consider this 
a very profitable display period and believe 
it is quite demoralizing to have the passerby 
see a perspiring, partially clothed display- 
man in the window instead of a neat, invit- 
ing display. We arrived at the days on 
which the windows go in after a great deal 
of thought and experimenting. 

Display windows should be considered in 
the same light as a stage, with the mer- 
chandise in them as the actors. We have 
heard the statement made that advertising 
pulls only 20 per cent of a store’s business 
and the windows pull 80 per cent. If this 
is the case, most of us are far astray in the 
emphasis which we are placing on the two 
subjects, as it is our observation that 80 per 
cent of the time and effort is put on adver- 
tising in the newspapers and only 20 per 
cent on the windows, whereas, according to 
the results, the very reverse should be true. 

The second display is an example of our 
suit promotion windows. The name “Chesty” 
is exclusive with us and is a feature of our 
advertising in the papers, over the radio, 
and in the windows. In a window of this 
type we put the emphasis on the suits, using 
a light accessory trim. The letters were 
black against a white background. 


DISPLAY 


The novel arrangement of the hat windcw 
brought really exceptional results. While 
the display is for all types of summer hats, 
from those of the “solar” type to the pork- 
pie straw, the same handling of felt hats, 
against a contrasting background, should be 
equally good. 

The final illustration is rather typical of 
our furnishings displays. The background 
was black for contrast, and the plateau on 
which the accessories were set was covered 
with black felt. 





Van Elkan Produces 
New Catalogue 

E. Van Elkan, 37 West Twenty-sixth 
street, New York City, has just issued a 
catalogue on the mannequins originated for 
his company by Russell Patterson, famous 
artist and designer. The various steps in 
mannequin manufacture are shown by can- 
did camera shots, while the different figures 
are illustrated attractively, both “au naturel” 
and clothed. The catalogue is spiral-bound 
for convenience. 












SEMI-RELIEF | 


CHROME METAL STARS 


ALSO 


CHROME METAL STAR BANDING 


Two New Items with Display Appeal 





Easy to Apply—Pin on Back 
Send for Folder and Prices Now ' 


DISPLAY CREATIONS, Inc. 


1322 BROADWAY DETROIT, MICH. 
ee rae 


Teter Takes Position 
With May Stern 

J. W. Teter, who recently resigned his 
position with McAlpin’s, Cincinnati, has 
taken over the direction of display for May 
Stern & Co., of the same city. Teter was 
director of the 1936 convention of the Inter- 
national Association of Display Men, and 
was elected first vice-president at the con- 
clave concluded a short time ago. 





Botany Worsted Conducts 
Display Contest 

Botany Worsted Mills, Passaic, N. J., is 
sponsoring a two-part display contest. Prizes 
will be awarded for entries up to September 
15 in the first group, for which photographs 
must be received by the company by Septem- 
ber 25. Similar prizes will be given for 
the second group in a contest which runs 
from September 15 to November 1. 














NEW YEAR BOOK OF MOTION DISPLAYS 


CLOTH BOUND, 250 bages, 8%x11— 
230 Photos and Diagrams 


DRAMATIZED WINDOW DISPLAYS and Exhi- 
bition Booths for National Advertisers, Department 
Stores, Electrical Appliance Dealers and Designers 
of Motion Displays. 


SIMPLIFIED ELECTRO-MECHANICAL METH- 
ODS. The latest developments in Animation 
Science—and the practical application of new low- 
cost devices. Definite ways te construct hundreds 


of Motion Displays. 
Postage extra— 


$5.00 Immediate delivery 


We prepay postage when remittance accompanies order 


REEDER --- MORTON 
PUBLICATIONS, INC. 


151 FIFTH AVE., NEW YORK, N. Y. 


MILEO 


MANNEQUINS 


A new and complete line of flexible 
and rigid models. 








The choice of discriminating display 
. men and retailers. 


Factory and Showroom Now Located at 


7 West 36th Street, near Fifth Avenue 
New York City 
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—A group from the new 
Washington, D. C., display 
club discusses 
their organization. Seated, 
left to right, J. Ptomy, W. 
A. Grey, president, J. W. 
Standing, C. H. 
Malcheau, publicity direc- 
tor, C. A. Pralle, and J. 
W. Battle— 


plans jor , 


Baughn. 
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L. E. Summerton Leaves 
Moore Dry Goods 

L. E. Summerton, well known in display 
circles, has resigned his position with the 
William R. Moore Dry Goods Company, 
Memphis, and is devoting his time to display 
for several other Memphis stores which he 
has serviced in the past. Summerton con- 
templates opening a modern display studio, 
handling a line of display materials and fix- 
tures. His definite plans will be announced 
later. His series of show card articles in 
DISPLAY WORLD will continue. 





Carl Shank Leaves 
Stix-Baer 

Carl H. Shank, for thirteen years display 
director for Stix, Baer & Fuller, St. Louis, 
has resigned his position to become sales rep- 
resentative for Stevenson & Twyman, Chi- 
cago, manufacturers of promotional display 
gadgets. Shank left Chicago September 8 
on his first selling trip, covering the central 
states and the Pacific coast. He has been 
succeeded at Stix-Baer’s by Karl Kneis, who 
was his assistant for some time. Kneis re- 
cently returned from a_ six-week’s visit to 
Germany. 





Carleton Opens 
Own Studio 

Hal M. Carleton, formerly advertising and 
display director for S. H. Kress, New York 


City, has opened his own studios at 39 Easi 
Twenty-seventh street, to create and manu fac- 
ture various types of dealer and window dis- 
plays, exposition booths, package designing, 
backgrounds, interiors, showrooms, and silk 
screen process production. 





Sleeve Forms Used 
Extensively 


The vogue for mannish tailored suits and 
coats kas resulted in increased demand for 
women’s flexible sleeve forms, according to 
Edwin E. Goodman, Goodman Flexible Sleeve 
Form Company, New York City. Many dis- 
playmen did not know that such forms were 
available, he adds, until the extensive need 
for them acquainted the display field with the 
fact that they could be obtained as well as 
those for use with men’s apparel, 





_ Stensgaard Hailed 


As Display King 

W. L. Stensgaard, whose display organiza- 
tion has made such a spectacular success in 
this field, was recently accorded the honor 
of being introduced to delegates to the Na- 
tional Industrial Stores Association conven- 
tion, Cincinnati, as “the king of display 
kings.” With his usual eloquence and sin- 
cerity, “Bill” spoke on “What Displays and 
Modernization Mean to the Progressive 
Industrial Store.” 











READY TO LETTER 


Price Tickets and Display Cards 
Gold bevel edges — Fancy Borders 


R. MARCHETTI & BRO. CO. 


44 Bond Street, New York City 
Large assortment of samples 25c 


Chrome Metal 
MOULDINGS 


For all sorts of displa¥Y and decorative purposes. 


Ask about our INVISIBLE FASTENER types 


THE C. SPIRO MFG. CO. 
Dobbs Ferry, N. Y. 
Makers Mouldings for 22 Years 


CHROME FACED LETTERS 


CW nesses. Also colors.. 
3 | 
BLOCKART CO., 132W. 14 St., New York 











of Quality 











Complete. new selection of 


alla & 


—Following a special lunch- 
eon to bid Robert O. John- 
son, president of the Chi- 
cago Display Club, bon 
voyage on his trip to the 
convention of the Pacific 
Coast Association of Dis- 
play Men, members of the 
club were given a close-up 
view of the famous "Crown 
of the Andes." Left to 
right, C. J. Gestrine, Butler 
Brothers, vice-president; E. 
M. Yeager, The Hub, treas- 
urer; Stephen Johnson and 
his father, R. O. John- 
son, Commonwealth Edison 
Company; Paul Wertz, dis- 
play..manager, The Fair, 
where the crown was on 
exhibition— 









ON SHOW WINDOW 
LIGHTING.... 


p ty "one buly 


a | CURTIS LIGHTING, INC 


THROUGH ITS TRADE CONNECTIONS | 


WILL ALLOW 4122 EACH! 


FROM CURRENT PUBLISHED CATALOG PRICES 


FOR EVERY OLD SHOW!) 
WINDOW LIGHTING REFLECTOR 


OF ANY AGE, MAKE, CONDITION, SIZE OR STYLE 
TURNED IN ON THE PURCHASE OF : 
AN EQUAL OR GREATER NUMBER OF | 


NEW X-RAY GOLDEN ARMORED SHOW WINDOW | 

REFLECTORS (150-WATT SIZE OR LARGER) | 

{THIS OFFER COVERS NEW X-RAY REFLECTORS Nos. 400, : 
410, 420, 500, 510, 530, 900, 1010 ONLY.) 




































REFLECTOR S 


Never before has it ever been so easy to modernize your show 
window lighting for greater sales e Be ready for the Fall buying 
season. Take advantage of the special Curtis trade-in plan. 
Make yours the store that gets the preference. In every commu- 
nity alert merchants have found that Curtis “Attraction Zone” 
lighting stops more shoppers and turns them into customers. 
Make your present outlets deliver 35% to 50% more light right 
where it does the most work. X-ray Reflectors make your displays 
sparkle with appeal ... More people stop to look and more 
people come in to buy. If you have been wanting the advan- 
tages of this modern window lighting and have let cost stand 
in your way, here is your opportunity—this liberal trade-in plan 
makes it possible to put in modern window lighting at the 
lowest cost in our history. Don't delay another day. 


OFFER GOOD FOR For each old. chow: Wtpdow: ltglinm: salleinneunnaen-kl 
LIMITED TIME ONLY... Ad Now _— by a pirchaser of new X-Ray Golden Armored Show 


Window Reflectors (Types Nos. 400, 410, 420, 500, 510, 530, I 
900, 1010 only) you are hereby authorized to allow to said 


ELECTRICAL DEALERS | 





: purchaser a “trade-in” valué of $1.00 from the current . 


published catalog prices; provided, however, that in 


p aw — Lighting ,eevtartupte.: = = 


delivered is equal to or greater than the num- 


CHI oy -Weze) NEW YORK ber of reflectors accepted for. trade-in. 
Representatives in All Principal Cities 


* THIS OFFER GOOD THROUGHOUT THE UNITED STATES ONLY 
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Proof that Better Lighting 
Steps Up Sales 


For the purpose of testing the selling 
power of light, we selected for experiment 
small and medium-sized stores in small 
cities. Ashland, Ohio, is a city of about 
11,500 population, located sixty-five miles 
southwest of Cleveland. Ashtabula is of 
approximately 23,000 population, located 
sixty miles east of Cleveland. Five stores 
were selected for test in each city. The 
selections were so made because the great 
bulk of the nation’s stores is found in 
neighborhood locations in big cities and in 
the smaller communities. Lack of space pre- 
vents giving the results of the tests for all 
stores, but the ones discussed here may be 
taken as representative. 

Each store owner was approached on the 
basis that it was desired to gain further 
proof that better lighting sold more mer- 
chandise at a greater profit. After dis- 
cussing his problems, lighting was suggested 
which would help his sales. It was installed 
with the understanding that it would be re- 
moved without obligation to him. The mer- 
chants were most receptive and cooperated 
with interest. The lighting installed for 
test purposes was not the ultimate in modern 
practice. It was, however, a distinct and 
practical improvement over that which ex- 
isted. In some places entire stores were re- 
lighted, in others only certain sections. When 
in quest of initial proof that better lighting 
pays it is usually easier to obtain measur- 
able results by working with parts of stores 
and specific merchandise. 

The tests, of course, varied in different 
stores. Window tests were checked by count- 
ing the number of people who definitely 
looked at the window display during the 
afternoon and during the evening—before 
and after the lighting changes. The number 
of people who looked each hour of each day 
was determined. These counts were made 
by outside and disinterested parties. Inside 
the stores other checkers counted the flow 
of traffic and the before and after stopping 
power of sections and displays where light- 
ing tests were made. Simultaneously the 
merchants themselves were checking mer- 
chandise sales. Z 

Selecting specific examples: Cornwell & 
Gault’s shoe store, Ashland, enjoys a splen- 
did reputation as a source of quality shoes 
scientifically fitted. At the time we first 
called on this store the six reflectors in each 
of their show windows were equipped with 
75-watt lamps. The green corrugated paper 
background in the window, although sym- 
bolic of spring, absorbed considerable of 
the light and did not set off the various 
colored shoes to great advantage. 

It was decided to see what could be ac- 


By H. H. GREEN 
General Electric Company, Cleveland 


complished in one of their two windows by 
putting in a white background with a blue 
trim, building the display up in three units 
of patent leather, brown, and blue shoes. The 
75-watt lamps were replaced by 100-watt 
sizes and two 400-watt spotlights were aimed 
at the blue shoes in the center of the display. 
These changes increased the general light- 
ing in the window from 75 to 150 footcandles 
and provided 350 footcandles under the spot- 
lights. These latter were kept burning dur- 
ing the afternoon as we!l as during the eve- 
ning. The general window lighting was 
turned on at 6 o’clock. 

A traffic check made before and after the 
changes showed a pronounced increase in 
the attracting power of this window both by 
day and by night. 

Afternoon Evening 

0 ‘0 % % 
Look- Stop- Look- Stop- 
ing ping ing ping 

Before wk. of Mar. 16. 21.1 7.2 30.4 128 
After wk. of Mar. 16.. 42.7 11.8 55.3 19.9 
Per cent increase...... 101.0 63.8 81.9 47.6 

Approximately 60,000 people pass these 
windows during one month’s time. These 
changes will raise the store’s monthly bill for 
window lighting to $18.65 from $7.50. In 
return for this increased investment of $11.15 
Cornwell & Gault may expect to make 12,000 
more definite impressions a month on pros- 
pective customers—less than 1/10th cent per 
impression. 

The five 200-watt lamps in the enclosing 
globes which provided the general lighting 
inside the store gave very uneven illumina- 
tion, ranging from two to ten footcandles. 
The lights were burned all day, but the qual- 
ity of the lighting was not pleasing. These 
fixtures were replaced with five semi-indirect 
units burning 300-watt lamps. This pro- 
duced a beautiful change in the store and 
gave more uniform distribution of lighting, 
ranging from ten to fourteen footcandles. 
The additional cost per month for this vastly 
improved lighting will be only $5.45. 

A 75-watt lamp in a home-made reflector 
brought to life the show case at the entrance 
to the store and more than doubled sales 
from this case at a cost of less than 85 cents 
a month. 

David Preis is the energetic owner of a 
successful women’s specialty shop in Ash- 
land. When we approached him with the 
proposal of the tests he expressed delight 
that his store had been selected and co- 
operated wholeheartedly in the following 
program: 

1. Testing the attracting power of colored 
lighting and spotlighting in his show win- 
dows. 

2. Increasing attractiveness and merchan- 


dising value of the millinery counter, hosiery 
alcove, children’s department, and women’s 
dress department. 

The windows of this store were alread 
very well lighted and had fine white bac’. 
grounds which silhouetted the merchandis 
and gave it fine attention value. 

During the week of March 23 blue gar 
ments and accessories were featured in the 
light of three spotlights which had been in- 
stalled for the test in one of the windows. 
The window reflectors had been covered with 
blue gelatin, giving a beautiful surrounding 
atmosphere for the merchandise on display. 
The sidewalk traffic which had been checked 
during the week of March 16 was again 
checked during the test week and showed 
the following increases resulting from the 
dramatized lighting effects: 

Afternoon Evening 
% % lo % 
Look- Stop- Look- Stop- 
ing ping ing ping 
Before wk. of Mar. 16. 31.1 11.3 31.0 12.3 
After wk. of Mar. 23.. 35.6 12.0 48.0 17.9 
Per. centsinetease...... 7:5 6:2°55:5- 45.5 

During the first three nights this drama- 
tized lighting display was in, it actually 
stopped 21 per cent of all the sidewalk traf- 
fic as compared to 13 per cent being stopped 
during the same days of the previous week. 
Between the hours of 6:00 and 10:00 in the 
evening approximately 13,000 people per 
week pass this window. A total of 2,200 
more of them looked at these windows ap- 
parently because of the dramatized lighting 
which cost approximately $1.50 more for the 
week than the lighting previously used. (A 
cost of about 1/14th of 1 cent for each addi- 
tional impression.) 

In the millinery department, the six bare 
60-watt lamps over the mirrors and hats at 
the counter glared and glared at one, making 
it difficult to select a hat, unpleasant to look 
in the mirror, and annoying to customer and 
salesperson alike. 

Five 150-watt floodlights were mounted on 
the ceiling, directing twenty-five footcandles 
of light on the display. The hats looked 
far more attractive. Consider how much 
better the customer will feel as she gazes in 
the mirror at her prospective purchase. This 
lighting stopped 25 per cent more customers, 
doubled hat sales, and won praise from all 
the employees. 

Customers, instead of coming into the 
alcove used for better hose, formerly bought 
lower priced stockings at the counter out in 
the center aisle. The cashier had to sit fec- 
ing this alcove, building up a daily headache 
because of the poor lighting. The troul.le 
was caused by a 300-watt lamp in an ¢n- 

[Continued on page 24] 
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Look at these illustrations. Read the de- 
tailed descriptions. See how practical these 
new products are—how easily they can be 
set up and handled. Then think! Think of 
the many original ways you can apply 








them to fit into your plans. 

















These are but a few of the new Flex-O- 
Creations. More than a dozen others, equal- 
ly as good—some perhaps even better— 
are about to be introduced. 


‘You'll be amazed when you see the ultra- 
effective, radically different units we have 
developed. Descriptive literature is now on 
the press. Your FREE samples are now 


ready. Just let us know where you want 
them delivered. 


FLEX-0-CAPS* and FLEX-0-BANDS 


#PATENTED « OTHER PATENTS PEN 
e Four new shapes—OVAL, TRIAN e Entirely new construction - idea, 
GULAR, ROUND and HALF ROUND (fiat strips with die-cut connection 
All one-piece collapsible with strong links). Six brilliant colors—red, blue 
supporting hinges gold, silver, green and red 
e Double reinforced top (silver cov- e 3-ply aluminum foil with heavy 
ered) and inside bottom base. All bond paper backing. Five widths— 
shapes available in five sizes, 4”, same size band fits any cap of simi 
6", 8°, 10° and 12 lar size, regardles of shape 


SOLD IN SETS CONSISTING OF TWO BANDS WITH TOP AND BOTTOM CAPS 
Bands filso Sold Individually 


FLEX -0-COLOSPOTS 


New! Different! A thousand smart effects in windows and interiors. Available in 
six colors of aluminum foil and six Duco enamel finishes. Built of 3-ply Flex-O-Board 
Also display holder—for one to five Flex-O-Colospots 


MADE BY WORLD'S LARGEST MANUFACTURERS 


PRODUCTS COMPANY .214 suttivan st + NEW YORK 7 
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The Robinson=Datman Bills 
Hicghlicghts and Difficulties 


On June 19, 1936, business was chartered 
for a new course under the auspices of the 
Robinson-Patman act. The ship quickly 
floundered and is now figuratively all at 
sea. The hows, whys and_ wherefores 
of the act are admittedly difficult of 
answer, especially in view of the far- 
reaching consequences that are involved. 
We can not here hope to allay all doubts. It 
may however be feasible to at least gain 
better acquaintance with their nature and 
implications. It is with that objective that 
we shall proceed, starting first with a bit of 
history to blaze our path. 

The legislative plan to prevent price dis- 
criminations and monopolies started with 
the enactment, forty-six years ago, of the 
Sherman Anti-Trust act, and was the direct 
result of the battle between large and small 
producers. It took twenty-four years of ex- 
perience to demonstrate that the Sherman 
act alone was inadequate to accomplish its 
purpose. Under the careful guidance of 
President Wilson, there were additional 
regulatory measures passed known as the 


Federal Trade Commission act and _ the” 


Clayton act. The desired reform had thus 
been supposedly accomplished and business 
was placed under the watchful eye of the 
Federal Trade Commission. With the on- 
slaught of the depression came. NRA. The 
Supreme Court, however, knocked that out 
and we were status quo again. The failure 
of NRA to “stick” was indubitably respon- 
sible for the act under discussion. 

The Clayton act had made it unlawful 
“to discriminate in price between different 
purchasers . .. when the effect of such dis- 
crimination may be to substantially lessen 
competition or tend to create a monopoly.” 
In the one case (Van Camp v. American 
Can) decided by the Supreme Court in 1929, 
it was held that a 20 per cent discount over 
existing prices was a marked discrimination 
in price, tending “to substantially lessen com- 
petition.” It did not follow that a moderate 
difference in price would have such effect. 
At any rate, there was not ushered in any 
widespread change in day to day selling 
methods. 

The Robinson-Patman act seeks to give 
the Clayton act more “kick.” There is a 
tightening of the definition of “price dis- 
crimination” and the consequences of viola- 
tion. The latter run in two directions. There 
is a “civil” section, violation of which. is 
actionable in the form of a “cease and de- 
sist” order by the Federal Trade Commis- 
sion, and a “criminal”.section, which sub- 
jects the violator to a fine of $5,000 and im- 





*Resident manager of the Memphis office of 
Seidman & Seidman, certified public accountants; 
and director in the Memphis Chapter of the Na- 
tional Association of Cost Accountants. 


By P. K. SEIDMAN* 


prisonment. The same offence may entail 
both civil and criminal penalties. Besides, 
any person injured can get treble damages. 
Obviously, therefore, this act can not be 
laughed away. 

The act ‘thas too many ambiguities to try, 
with any feeling of security, to completely 
analyze it. Especially is this true since the 
enforcement agency (Federal Trade Com- 
mission) is now struggling with the interpre- 
tation. The best we can hope to accomplish 
at this time is to touch on some of the high- 
spots and consider their implications a bit. 


To start with, the heart of the act may be 
briefly outlined as follows: 


1. All persons who buy or sell commodi- 
ties in interstate commerce are subject to the 
prohibitions and penalties of the act. Com- 
modities embrace all those that are sold for 
use, consumption, or resale within the United 
States and its territories. 


2. The act declares it to be unlawful (a) 
for a seller to discriminate in price between 
different purchasers of goods of like grade 
and quality, or (b) for a customer knowingly 
to induce such discrimination, where the ef- 
fect may be to substantially lessen competi- 
tion. The criminal elements enter in know- 
ingly participating as buyer or seller in a 
price discrimination that is designed or 
tends to blight the competition that the buyer 
or seller, or their customers, would otherwise 
have. Sales at ai discriminating price, delib- 
erately calculated to eliminate the competi- 
tor of the seller or buyer, furnish a glaring 
example for the invocation of this provision. 


3. This price discrimination clause has, 
like most laws, a train of exceptions. Here 
are the important ones: (a) The sale of 
large quantities at a lower price unit than 
that established for smaller quantities, is 
permissible, but the differential must be 
premised solely on the difference in cost of 
dealing with quantity sales. (b) Price dif- 
ferentials and discounts may also be made 
by reason of factors other than quantities, 
such as “differing methods” of selling or 
delivering, again provided the differentials 
are supported by differences in cost (or as 
the act says, not in excess of “due allow- 
ance” for cost differentials). (c) Price 
changes may be made to reflect changing 
market or marketability conditions, such as 
distress sales under court order, imminent 
deterioration of perishable goods, discon- 
tinuance of business, etc. (d) A “good faith” 
clause makes it possible for a seller to meet 
an equally low price of a competitor. 


4. The exception for quantity discounts 
in turn has an exception, namely, where the 
Federal Trade Commission finds that avail- 
able purchasers are so few that the differen- 


tials become discriminatory and promote 
monopoly. 

5. To prevent beating the price feature, it 
is declared unlawful to pay brokerage or to 
make advertising allowances or to pay for 
services or facilities furnished by selected 
customers in connection with the processing, 
handling or sale of the commodity, or to 
provide them with special services not ac- 
corded to all purchasers on proportionately 
equal terms. 

6. The inhibitions run generally against 
both buyer and seller, and it is specifically 
provided that a purchaser is in violation of 
the law if he receives a commission or al- 
lowance that in effect is a price rebate. 

7. The act levies no tax of any kind, nor 
does it require the filing of any reports with 
the Federal Trade Commission. It is not a 
price-fixing measure, nor is it designed to 
require the maintenance of the resale price. 

The foregoing is far from a complete 
analysis, but it brings to light these impor- 
tant factors: The act neither requires nor 
compels the granting of differentials of any 
sort. It leaves anyone who wishes to do so, 
entirely free to sell to all customers at the 
same price regardless of differences in cost, 
or to grant such differentials as are justified 
by differences in cost. While sellers may 
not discriminate, they may charge different 
prices in different communities to persons 
who are not competitors. The seller may 
give advertising allowances to stimulate 
trade in one ,community, but this does not 
require him to give an identical or a pro- 
portional advertising allowance to a cus- 
tomer in another community who is not in 
competition. Discriminations without limit 
are permitted when made in good faith to 
meet competition. Furthermore, sales abroad 
are not affected by the act. 

We perhaps are now armed with a suffi- 
cient acquaintance with the content of the 
act to examine some of the economic pros 
and cons. 

The proponents envision the act as an in- 
surer of fair competition and the means of 
giving the smaller fellow some place, if not 
a better place, in the sun. As to the desir- 
ability of these objectives, it is not likely 
that sharp issue can be drawn. The field of 
controversy is whether the act, as drawn, 
provides in practical fashion the means of 
securing the well-nigh universally sought 
goal. 

An obstacle looms at the outset in the 
glittering generalities on which the act rests 
its entire weight. “Differing methods,” “like 
grade and quality,” “due allowance” for di!- 
ferentials, etc., can be as amiably expansive 
or narrow, depending on the attitude of te 

[Continued on page 23] 
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Stensgaard Takes 
Added Space 
Increased business and the number of new 
accounts just added to its list of clients 
have made it necessary for W. L. Stens- 
gaard & Associates, Inc., Merchandise Mart, 
Chicago, to enlarge their working area. It 
also has become necessary that the creative 
departments be in close touch at all times 
with the production departments. Accord- 
ingly, two additional floors have been taken 
at the organization’s manufacturing address, 
346 North St. John’s court, Chicago, to ac- 
commodate this necessary move. 





King Schneider 
Joins Berger's 

King J. Schneider, formerly assistant dis- 
play manager for B. Forman Company, Roch- 
ester, N. Y., has become display manager for 
L. L. Berger, Inc., Buffalo, N. Y. He suc- 
ceeds Lawrence King, who has resigned. 
The latter has not yet announced his plans 
for the future. 





Laura Yates Appointed 
Display Consultant 

Laura Yates, graduate of the New York 
School of Display, has been appointed dis- 
play consultant for the Hopeck Manufactur- 
ing Company. Miss Yates designed this 
company’s display at the recent linen and 
domestic show held at the Hotel New 
Yorker. 





Victor Linden, Spokane, 
Returns from Trip 

Victor Linden, president, Pacific Coast 
Association of Display Men, recently re- 
turned from a trip to lower California where 
he found much interest shown in the P. C. 
A. D. M. convention. Linden is with the 
J. C. Penney Company, Spokane. 





Roy B. Smith To Service 
C. J. Brier Chain 


Roy B. Smith, who operates a display 
service at Lewiston, Idaho, recently made a 
contract to service the thirty-six stores of 
the C. J. Brier Department Stores chain. 
Smith is very well known in western display 
circles. 





Altman Uses Attractive 
Educational Display 

B. Altman & Co., New York City, re- 
cently used a very effective educational dis- 
play showing the steps in making camel 
hair coats. Miniature scenes showed the 
arrival of the raw hair at the docks in 
China, through the various stages of prep- 
aration, and the final result in made-up 
garments. A window display of camel hair 
coats was used in connection with the edu- 
cational theme. Large crowds gathered 
before the display all the time it was on 
view. 
Fahy Store Installs 
New Windows 

The Fahy Store, Rome, Ga., is installing 
a new battery of six display windows. 
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_. for KNOCKOUT WINDOW 
DISPLAYS USE PHOTOGRAPHIC | 
ENLARGEMENTS For BACKGROUNDS | 


MOUNTED aacl HAND COLORED READY 


For USE at THESE LOW PRICES _ 


gv? 
$3.75 


22x 28 
s 28x42 . 
40x60. $6.00 
48% 72 .¥9,00 


- CAN MAKE PHOTO ENLARGEMENTS or TRANSPARENCIES from YOUR OWN PHOTOS 


ae -Meloy Bros. 4 


SHELBYVILLE, INDIANA. USA \“You- 
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STYLE, QUALITY and VALUE 


HAVE WON FOR 


GOTTWALD MANNEQUINS 


the leadership in their field, and are preferred by the fore- 
most displaymen and retailers in America. In this complete 
line there are models for every need—men’s, women’s, 
children’s and relief mannequins. 


1937 MODELS NOW ON DISPLAY 


GOTTWALD MANNEQUINS are imported from Vienna 
and renowned throughout the world. Accept them with 
the endorsement of the country’s smartest merchandisers. 


. - SHEELINE, PRES. SOLE DISTRIBUTORS 


NONPAREIL ©. 























38 W. 38th Street 


448 FOURTH AVE., CORNER 30TH ST., NEW YORK 
“Serving the Display Profession” VALANCES “GRADES. 


Carved Glass, Wood or Cloth 


Made To Your Exact Specifications 


Distinctive Display Equipment and Novelties 


NAT SIEGEL 


New York City 


Telephone: Wlsconsin 7-4887 UNION SQUARE VALANCE CO. 


1 Union Square 





Send us dimensions for our estimate and sketches. 


New York City 
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—The eight displays shown above were among those which won awards at the 1936 convention, International Association of Display Men. 
The displays are described further on the following page— 
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Why Pay Duty on 


SILVER 
GLASS 
TINSEL 


when YUKON, the largest maker of silver 
glass tinsel in the U. S., can supply you 
with a triple silver plated tinsel of greater 
brilliancy and more lasting luster, 


... AT, WE BELIEVE, THE 
WORLD'S LOWEST PRICES 


Extra fine, fine, medium and coarse, and 
also in 12 beautiful colors. 


Unexcelled for use on Novelty Fabrics, 
Stage Spectacles, Lobby Displays and 
signs of all kinds. 


Jobbers and Manufacturers: 
Write for Prices. 





Try Try 
YUKON YUKON 
Showcard Black India 


Colors Drawing 


CLEVELAND, OHIO 











SELL THIS CHRISTMAS 
PICTORIALLY 


Make window backgrounds, panels, wall 
decorations from story-book pictures of 
The Three Bears, Jack and Jill, Red 
Riding Hood etc., or Biblical scenes. 
ANY ONE CAN DO IT WITH 


$25 


2,216 


BRISCHOGRAPH 
BUYERS 
CAN'T BE 
WRONG 


Send for Booklet 


The New 
3/10 Model 


THE BRISCHOGRAPH CO. 


Established 1926 
Columbus, Ohio 


92 East Lakeview Ave. 
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Washington Club Holds 
First Meeting 


The first organized meeting of the Na- 
tional Capital Display Club was held Thurs- 
day night, August 20 in the board room of 
the Washington Board of Trade. 

Arthur Gray, Mark Lansburgh & Brother, 
presided at the meeting, which opened with 
a discussion of the I. A. D. M. convention 
to be held in 1937. The entire club is hopeful 
and in favor of bringing the convention to 
the capital city. Since it will throw a great 
responsibility on the new club in order to 
make it a success, the present members 
voted that the convention problems presented 
needed more deliberation, and a decision will 
be made at the next meeting. The Board of 
Trade and the National Parks Commission 
are cooperating to further plans for the con- 
vention if held in Washington. 

Plans for future social, business, and ath- 
letic activities are being considered. The 
club will soon hold a poster contest which 
will be open to all artists in the District of 
Columbia and nearby Maryland and Virginia 
counties. The winner will receive a cash 
prize or a trophy and the winning poster 
will be on display in a prominent place in 
the city. 

The primary interest of the new club is to 
help one another, to elevate the standards of 
display, to exchange ideas and opinions, and 
to endeavor to help those who are unem- 
ployed and those who require first-hand 
knowledge of modern display. 

The athletic committee, formed at the last 
meeting, made plans for a golf match in the 
near future. 

Charles H. Malcheau, S. Kann & Sons, 
was elected publicity director. 





Curtis Lighting, Inc., 
Features "Trade-In" 

Curtis Lighting, Inc., Chicago, seeking to 
facilitate show window lighting moderniza- 
tion, has announced that all old reflectors 
will be assigned a definite “trade-in” allow- 
ance when replaced by new X-ray reflectors 
of various types. The Curtis company states 
that, as far as they have been able to deter- 
mine, this is the first time this innovation 
has been introduced in this field. 


—The displays shown on the opposite 
page were created by the following men: 
Upper left, George H. Wagner, George 
B. Peck Company, Kansas City, second 
prize, millinery; upper right, George H. 
Wagner, first prize, women's coats; upper 
left center, George H. Wagner, first prize, 
women's shoes; upper right center, L. C. 
Heiss, Philadelphia Gas Works, Philadel- 
phia, first prize, heating and air condi- 
tioning; lower left center, Richard A. 
Staines, Vandever Dry Goods Company, 
Tulsa, second prize, toilet goods, etc.; 
lower right center, Richard A. Staines, 
first prize, toilet goods, etc.; lower left, 
L. E. Summerton, William R. Moore Dry 
Goods Company, Memphis, second prize, 
best decorated booth; lower right, Richard 
A. Staines, first prize, jewelry— 





Foal... 
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Football . . . falling leaves. Greys... } 
Scarlets... Browns ... Russet... Golden 2 





. . Fall colors . . . gay patterns are ad- 


mirably presented in a decorative back- 
ground of American Bonded Decorative 
Metals .. . particularly COPPEROID and 
BRASSOID. 


Chromium - Nickel - Copper - Brass 
Sheets - Coils - Flat Wire 


“ 
AMERICAN NICKELOID CO. 


24 MAIN ST. - - - PERU, ILLINOIS 


WANTED! Reliable, active dealers 


for full line of American Bonded Dec- 
orative Metals. 
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BERLIN’S NEW 
FOIL MOULDING 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification, 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 


DEALERS SEND 
FOR DISCOUNTS 


CIRCULARS AND PRICES 
ON REQUEST 


BERLIN’S “IRBECO”’ 
CHROME MOULDING 
50 inp sew Features 5O 
Pa» Our No. 606 


Per 100 Ft. 
y%” _.... $4.00 
ws Kh” ..-. 35.00 
Metal 1” ......$6.00 
Other finishes: Copper, Brass and Dull Satin. 


Colors: Baked Flexible Enamel—White, Yel- 
low, Orange, Green, Blue, Black & Brown. 
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The Modern Displayman= 
His Qualifications 





It certainly does no harm, and doubtless 
does a lot of good, for one to pause from 
time to time and take stock of himself. What 
are his qualifications for his job? And what 
qualifications should he have? Is he falling 
into a rut, or is his viewpoint and judgment 
broadening as the years pass? 

The displayman of today is different from 
his professional brothers of by-gone years. 
Modern display being something of a science, 
the displayman has to be a scientist in his 


By MAX S. BERCK 


Frankel's, Des Moines 


line. He must have a natural liking and 
ability for the work. He must have the 
proper groundwork and training. 

He must understand his job. He must 
know that beautifully trimmed windows are 
something to be proud of, yet he dare not 
forget that wanted merchandise is the best 
medium for actual sales. The displayman 
who is on the job is aggressive, sure of him- 
self, works on a budget system, keeps his 
expenses down, plans ahead wisely, and 
should be able to give his employer an ac- 
curate statement at all times of his expen- 
ditures and his plans for the future. The 
displayman who is making a name for him- 
self is the one who does his own thinking, 
improves on his department and the store 
arrangement, and does more than is ex- 
pected of him. Such a man does not have 
to seek for promotions; they come to him 
naturally. 

The window display of today must be re- 
flected in the trend of the times; it must be 
in keeping with the day; it must be modern. 
It is with this thought in mind that we plan 
displays at Frankel’s. Three examples are 
shown with this brief article. You will note 
that the background decorations are rather 
“stylized,” in keeping with the spirit of the 
times. 

Describing the displays: A “biolite” ani- 
mated sign occupies the space between the 
two groups of Kuppenheimer garments. The 
stylized panel in the background was in 
various shades of green, with yellow high- 





lights. The modernistic series of joined 
parallel lines with discs between every other 
line is a new thought from a certain flower 
house, and is known as the “bardisque” 
unit. The bars were in white, with the discs 
in graduated tones of green. This unit was 
of wood and wall-board construction. The 
floor plaques were of wall-board, covered 
with green materials. 








Practically the same treatment was used 
for the display of Arrow shirts. The modern 
figures are in complete harmony with the 
rest of the display. 

A third display with a similar theme is 
shown in the lower photograph, although for 
variety the “bardisque” unit was used verti- 
cally instead of horizontally. At the left 
were white or two-tone shoes; suedes were 
in the center, and blacks and tans were 
placed on the right. 

It is very difficult for us to secure good 
photegraphs of our window displays, since 
there is only a small amount of lobby 
space in which to set the camera. At 
Frankel’s we have eleven window units to 
care for, and about thirty interior displays. 
These latter receive just as much attention 
as do the window displays, and it is our 
prediction that interior display will receive 
more and more attention from modern- 
minded displaymen as time goes on. 


—tThe three displays shown here are by Max 

Berck, Frankel's, Des Moines, who discusses 

the qualifications of the modern displayman. 

The displays are described in detail in the 
article— 
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| Get A 

VALANCE 

That Won't 
BREAK 


Accidents will happen. 
WINDOWPHANIE is 
applied directly to window. Many designs in 
carved glass effects. Can be cut to create your 
own patterns. Adaptable to any store. You’ll 
like WINDOWPHANIE for Valances. Samples 
and catalogue free. 


D. W. MALZ, 65 Fifth Ave., New York City 

















FLEA POWER 


SpocdWay . RS 


COMPLETE back- 





line of 
geared motors built for ani- 


mated displays that deliver any 
speed desired—that plug into light 
circuit. Eliminate battery nuisance, 
radio interference, transformers and 
fire hazard —can be assembled to 
mount in any position. Cool run- 
ning, dependable. 10 types to pick 
from. Write for Catalog. 
SPEEDWAY MEG. CO. 

1839 S. 52nd Ave. CICERO, ILL. 
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SLEEVE FORMS 


The only Sleeve Forms made to conform 
with your specific need. The display man 
or merchant who specializes in individual 
styles of window displays will make his 
window trim an outstanding feature with 





Goodman Patent Flexible Sleeve Forms. 

| Goodman Flexible Sleeve Form Co. 

. Mfrs. Famous Goodman Patent Sleeve 

-_ Forms for Men’s, Boys, and Women’s 

z Mannish Tailored Suits and _ Coats. 
gl * saeale Specialties. 

217 West 125th S New York, N. Y. 

DISTRIBUTORS WANTED 








* STARS for 


Christmas Displays 
Brilliant, Stamped Metal, Deep Formed 
Star Ornaments in Silver, Gold and 
Colors . . . Plain, Embossed and Iced. 

Send for Free Sample and Prices. 

KRISTEL-KROME CoO. 
1462 San Bruno Ave. San Francisco, Calif. 


2 tt at 
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—when in need of 


FANCY PAPERS 


plain, printed, corrugated, coated and all display ac- 
cessories, address your inquiry to our new address. 


JOSEPH E. PODGOR CO., INC. 
618 Market St. Philadelphia, Pa. 


PEBBLED CHROME LETTERS 


For Signs, Showcards, Displays 
REDIKUT LETTERS in ten standard colors. 
Popular sizes and styles. Cheaper than cutting 
and coloring letters by hand. 


ASK YOUR DEALER. Write for Samples. 
THE REDIKUT LETTER CO. 


524 S. SPRING ST. LOS ANGELES, CALIF. 


CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY TIN FINISHES 
More Beautiful 
and Less Expen- 


CONL 
ONLIN PANY Cut Letters. 


sive than Hand 
— —, Ly and Price List 
& Sign Materials 
BRIDGEPORT: CONNECTICUT 
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THE ROBINSON-PATMAN BILL—HIGH- 
LIGHTS AND DIFFICULTIES 
[Continued from page 18] 

interpreter. 
and litigation. 

More important, however, is that a good 
deal hinges on that cute little word “costs.” 
For a mono-syllable, it can certainly provoke 
a good deal of uncertainty and strife. Ac- 
countants have been battling it out for years, 
with both sides still in the lead, and the 
prospect that it will thus wind up. The cost 
provisions in NRA codes brought this home 
very clearly. It is difficult therefore to be- 
lieve that, except in flagrant cases, the dras- 
tic penalties of the law will or can be har- 
nessed to different interpretations of account- 
ing theory that has rooters on both sides. 

Aside from these more or less technical 
matters, serious question has been raised in 
many sources whether the act, instead of 
promoting fair competition, may bring on 
just the opposite result. The freight situa- 
tion, and the right to absorb part of the 
freight or make additions to it, is one 
fraught with delicacy and the possibilities 
of upsetting the distributing processes. 
Then again, the act being an attempt at 
standardizing aspects of human nature that 
refuse to be, or perhaps can not be, herded 
under our economy, all sorts of freakish 
but permissibly circumventive transactions 
may be contrived. 

Aside from these inherent aspects, there is 
considerable doubt whether the act can be 
properly enforced, first, because special funds 
were not provided for additional staff re- 
quirements, and second, because enforcement 
depends on the amount of rather unobtain- 
able proof available to others. In the latter 
regard, it is hardly to be expected that in- 
fractions of the regulations will be broad- 
cast by violators. 

For better or for worse, the important 
thing is that the statute is on the books, 
and business must of course respect it, or 
chance the consequences. Prudence would 
seem to dictate procedure geared along the 
following lines: 

1. The maintenance of a sound cost sys- 
tem as the supporting basis for differentials, 
and the means of successfully resisting un- 
warranted attack. 

2. Adherence to a price and general dis- 
tribution policy that in good faith attempts 
to comport with the spirit of the act. 

3. Active reference to trade associations 
and legal counsel in case of doubt. 


This generally means “fight” 





Maharam Formally Opens 
New Headquarters 

The new headquarters of Maharam Fabric 
Corporation were formally opened Septem- 
ber 1 in spacious surroundings at 130 West 
Forty-sixth street, New York City. The 
opening was attended by many leading mem- 
bers of the display profession. The occasion 
was a dual celebration, also marking the 
twentieth year this company has served the 
display fraternity, and the third move occa- 
sioned by its constant growth. Branches are 
now maintained at Chicago, Boston, St. 
Louis, Cleveland, and Detroit, more effi- 
ciently to serve the field. 












LING-TITE Automatic One-Hand Tacker 
does QUALITY work. Its operation is 
under absolute control. 

Each Kling-Tite blow is even. It leaves 
no hammer marks or dents. The tackpoints 
are neatly and completely driven. No 
unsightly tackheads show. 

These are but a few of the many rea- 
sons why you should use Kling-Tite. 

Ask for Folder. 


A.L.HANSEN MFG.CO. 








| Kling-Tite J 5041, Ravenswood Ave 








ADVANGE URPOREATION 


ADVANCE ORDERS® 


Get your share 
of Both 


Effective booth 
decorations, con- 
vincing posters 
and displays are 
on the “must” list 
for the thousands 
of exhibitors who 
will participate in 
coming exhibitions. Suc- 
cess in selling them depends 
upon your knowledge of these events long 
enough in advance. 


Current issues of WORLD CONVENTION 
DATES will start you off with a record of 
7,311 important coming events which are 
now definitely scheduled for future dates 

. additional lists will follow every month. 
This is the service that enables so many 
progressive display men and booth builders 
to spot their “naturals”? six months to two 
years ahead of competition. 





The price is low—only $15 for an entire year. 
Write today for FREE sample copy. 


WORLD CONVENTION 
DATES 
330 W. 42nd St. New York City 
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Surveying Retail 
Store Display 

Does the average retail store in a city of 
250,000 have ten display windows? And is 
the average display appropriation for such 
a store about $5,000? In four cases out of 
ten, does the display manager authorize all 
display expenditures ? 

Some time ago DISPLAY WORLD sent 
out 1,500 questionnaires to paid subscribers 
taken at random from the retail store sub- 
scription list. Nearly 200 replies were re- 
ceived—196 to be exact. The questionnaires 
queried the recipients as to their display 
appropriation; the number of windows in 
their store; size of their city; who author- 
izes expenditures for display, etc. In all, 
twenty-two questions were asked. 

As stated above, the questionnaires were 
sent out with no attempt at selection, except 
that they definitely went only to retail stores. 

From the results of the survey, it would 
seem that department stores predominate in 
subscribing to display publications, 56.6 per 
cent of the returns being from that classifi- 
cation. Men’s wear ranked next with 168 
per cent, followed by specialty stores with 
11.7 per cent. Shoe stores, drug stores, 
jewelrv stores, etc., made up the remainder 
of the replies. The Midwest was particu- 
larly well represented, leading with 30.6; the 
South had 24.5 per cent; the East 17.5 per 
cent; the West 19.4 fer cent, and the North 
8 per cent. ‘ 

The average population reached a total 
of 257,230, covering a range from a town of 
500 to a city of 7,000,000. The total annual 
gross volume for the stores covered amounted 
to $164,423,000; the average annual gross 
was $847,056. The range covered was from 
$18,000 to $20,000,000. The average number 
of windows per store came to 10.5. 

Fifty-nine per cent of those replying stated 
that they employed a show card writer— 
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some of them using as many as six. Com- 
bination men handled the cards in 16 per 
cent of the cases, and 25 per cent of the 
stores had no card writers. Of particular 
interest is the result of a query as to the 
trend of display appropriations: 93 per cent 
agreed that they are.rising, while only 7 per 
cent believed that the reverse is true. The 
annual display appropriations covered ranged 
from $50 a year to $85,000, a total sum of 
$947,865 for the 196 stores. The average 
was $4,836, or slightly under $400 a window 
—not counting interior display needs. 

A surprising number of replies indicated 
that the display manager alone authorized 
display expenditures—the percentage was 44 
per cent. Seven per cent said that the pro- 
motion manager did the OK’ing on pur- 
chases, while for the store manager the fig- 
ure was 33 per cent, and for the store owner 
(in most cases, in small stores) the figure 
was 15 per cent. 

Annual advertising appropriations (not in- 
cluding display) amounted to $3,463,975 for 
the 196 stores, ranging from $100 a year 
to $560,000. Thirty-two per cent of those 
replying did not give the advertising figures. 

Nearly 98 per cent said that they read 
DISPLAY WORLD regularly, with 90 per 
cent agreeing that it was helpful and inter- 
esting; 8 per cent said that it was “some- 
times,” and 2 per cent frankly declared that 
it was not. As an indication of the interest 
displaymen take in display material and 
equipment, 97.4 per cent said that they read 
DISPLAY WORLD advertising, 57.8 per 
cent of them “carefully,” and 36.2 per cent 
“casually.” Six per cent did not answer 
this question, 

Advertisers will be glad to know that 83.7 
per cent of those filling in the questionnaire 
said that they patronize DISPLAY WORLD 
advertisers; 4.6 per cent stoutly maintained 
that they do not, while 11.7 per cent did not 
answer the question. A display manager for 
one of the larger stores replied that a recent 
check of his records showed that 90 percent 
of his purchases are from DISPLAY 
WORLD advertisers. 

It was interesting to note that the average 
number of readers per copy of DISPLAY 
WORLD amounted to 2.96, ranging in 
number from one to fourteen. Ninety-two 
per cent replied that each issue is kept from 
one year on. 

Another interesting fact was revealed, 
showing that displaymen are not the only 
ones interested in display; 75 per cent report- 
ed that their copies are read not only in 
the display department but in the sales and 
advertising departments and general office. 
In 49.7 per cent of the stores covered, no 
other magazines even partially devoted to 
display were received. In those stores re- 
ceiving other display magazines, 95 per cent 
expressed a _ preference for DISPLAY 
WORLD. 





Griffith Gunter Joins 
Burgan Stores 

Griffith Gunter, formerly with the North- 
west Electric Company, Spokane, is now 
display manager for the E. S. Burgan Stores 
of the same city. 
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PROOF THAT BETTER LIGHTING 
STEPS UP SALES 


[Continued from page 16] 
closing globe that hung too low. They 
wanted light to show the merchandise; they 
were getting glare that struck everybody in 
the eye. 

This was replaced by a unit which gay 
fifteen footcandles of indirect light for the 
alcove, cut out the glare and also put thirty 
five footcandles of light straight down on 
the display and demonstrating tables. Th: 
glare was gone. The harsh shadows wer 
gone; the boxes and hosiery were plainh 
visible, and it was much easier to read th: 
signs. A lumiline lamp at the top and on 
at the bottom of the wall niche were place: 
in reflectors which throw their light agains: 
the white background. From the back- 
ground the light is now reflected through th 
hosiery displayed in the niche, thus revealing 
the sheer beauty of the merchandise. 

These lighting changes in the hosiery al- 
cove increased by 24.5 per cent the numbe: 
of people in the store who stopped there, 
and swung the demand to higher quality, 
higher profit hosiery sales. 

Carlisle-Allen is the largest department 
store in Ashtabula. It is an old-established 
concern which enjoys an enviable reputa- 
tion. The show windows of this store are 
large and well trimmed week after week and 
already had attracting value above the aver- 
age. It was decided to make the test in one 
of their two front show windows—the north 
one—because a large percentage of people 
passing this window looked at it even though 
they did not stop. It was decided to con- 
centrate on attempting to increase the stop- 
ping power of the window. 

The count of our checkers showed that 
during the week of March 16, 44.7 per cent 
of the people who passed the window during 
the daylight hours looked at it and 10.7 per 
cent of the total sidewalk traffic stopped be- 
fore the window. The traffic during the eve- 
ning hours from 6:00 to 10:00 was almost 
exactly half of the afternoon traffic from 
12:00 to 6:00. During the evening 53 per 
cent of the people passing the window 
looked and 16.2 per cent stopped to study 
the display. 

Working on the principle that it takes an 
interesting idea to stop people and light to 
put the idea over, the window display for 
the week of March 23 was built around 
fashion suggestions from the April issue of 
the Ladies’ Home Journal. Two suits were 
silhouetted against contrasting backgrounds 
and around them were arranged hats, bags. 
gloves, and other accessories that might be 
worn becomingly with the featured suits. 
Show cards and copies of the magazine were 
placed in the foreground. Because much of 
the light in this window was soaked up by 
the dark-colored walnut background, the 
general show window lighting was doubled 
and four 200-watt spotlights were focused on 
the two centers of interest. Due to the con- 
trasting background, the increased illumina- 
tion and the interest in the display, the at 
tention value of the window became very 
pronounced. The spotlights in this window 
were kept on during the daytime and were 
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supplemented by the general window light- 
ing during the evening. 

The traffic count during the week of this 
spotlighted display showed that 58.5 per cent 
of all the passing crowds looked at the win- 
dow during the day and 15.9 per cent of the 
total sidewalk traffic stopped. During the 
evening the total looking jumped to 60.3 per 
cent and the stopping power increased to 
21.« per cent of all the people who came to 
thai window. On two evenings, Wednesday 
and Thursday, more than 26 per cent of all 
sidewalk traffic stopped to look at the dis- 
play. 

The cost of the additional lighting used 
during the test week was $3.15. A total of 
13,489 people saw the window, or 1,580 more 
than would have seen the previous window 
according to percentages shown by the off- 
cia! window checks. The $3.15 was the only 
added expense, 

The greatest change was made in the 
women’s ready-to-wear department on the 
second floor. Here it was desired to create 
an atmosphere of quality for the merchan- 
dise and comfort for the customer. 

The first step taken was to replace nine 
direct lighting, enclosing globe fixtures burn- 
ing 300-watt lamps with nine indirect light- 
ing units equipped with 750-watt lamps. 
Whereas the former installation gave very 


spotty illumination ranging from two to 
twenty-two footcandles, the new _ indirect 


units raised the lowest level between units 
to twelve and maintained twenty-two as a 
top. The great change was not so much, 
however, in the amount of light as in the 
quality of the lighting. A combination of 
glare and gloom was replaced by a rich 
soft glow. This general lighting was supple- 
mented by four spotlights directed on coat 
and dress racks where special attention was 
desired. The curtains were then pulled to 
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remain closed over the front windows be- 
cause the light from these windows hitting 
people in the eye detracted from rather than 
added to the display value of the garments. 
These changes gave one who had been there 
before an impression that the department 
was entirely new and the dresses were of 
better style and quality. 

This same case history was repeated in 
practically every store in which tests were 
conducted. 

Before and after the changes were made 
in the show window lighting in Ashland and 
Ashtabula, 1,000 customers were interviewed 
inside of eight of the stores. Among other 
questions they were asked: “What influenced 
you to come into this store?” Their replies 
were tabulated and show the following per- 
centages : 


% Before % After 
Shop here regularly..... 74.6 70.4 
Window display 27.7 36.2 
Newspaper advertising .. 10.6 16.7 
Suggestion of a friend... 48 2.0 


It will be noted that window display is the 
greatest outside influence for bringing peo- 
ple into the store and that its influence 
increased as show window lighting was im- 
proved. 
because many people said they were there 
because of more than one influence.) 

These same people were asked to name 
specifically something which was displayed, 
at the time they were being interviewed, in 
the window of the store in which they were 
then shopping. During the week before the 
lighting changes 70.3 per cent knew what 
was in the window. After the changes were 
made the percentage rose to 75.6. Here was 
more evidence of the large percentage of 
shoppers upon whom window display makes 
a definite impression. 
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—This is the Dennison Manufacturing Company's booth which attracted so much attention at 
the |. A. D. M. convention in Cincinnati. The gleaming columns and set-back buildings, both 
made of Dennison display material, combine with soft draping Velure and Lustr-Weav to make 
a smart effect. The Dennison company has just intreduced a new line of printed Christmas 


decorating materials which is also strikingly different— 








DON'T 


PLAY DEAD 





Laan a fox is out to breakfast on a 

nice juicy rabbit it isn't going to 
do the rabbit any good to “play dead.’ 
That rabbit has got to move—and 
how! And it is so in business. Window 
displays that move make sales. Mer- 
chants who "play dead” get eaten up 
by competition. 


REVOLVING MERCHANDISER — A rugged, all- 
metal turntable, with an 18-inch disk. Will sup- 
port 50 pounds. Operating cost less than one 
cent per day. Ideal for displaying a variety of 
items in sequence. Or gives all-around view of 
one item. Only $10.50 for A. C. model. A tiifle 
more for D. C. 


SHOWMASTER — Similar to the above, but for 
heavy duty. Supports 150 pounds. A. C. or D. C. 
as desired. 


@ Write for folder describing these live display 
devices and another business-getter— the Pen- 
dulum Power Unit. 


“Motion Sells More Goods” 


MOTION DISPLAYS Inc. 


Division of Mergenthaler Linotype Company 
BROOKLYN. N.Y. 


27 RYERSON ST. - 


26 
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Some Autumn Suggestions 


By L. E. SUMMERTON 


William R. Moore Dry Goods Company, Memphis 


The crisp days of autumn bring a wealth 
of color to the countryside, while the dis- 
playman catches some of it and imprisons 
deep reds and browns in his windows. To 
the card writer this entry into a new season 
affords an opportunity to enliven his work 
with gay colors, and his cards do their bit 
toward brightening displays. The warm 
hues of fall can be used with great effect to 
remind shoppers that cold days are not far 
distant; that new seasonal needs are at 
hand, and that the new fashions have verve 
and are especially desirable. 

The five cards shown here are typical 
examples of the colorful cards which charac- 
terize this season when “the frost is on the 
pumpkin, and the fodder’s in the shock.” 
Their brightness adds to the general atmos- 
phere of autumn without being so vivid as 
to detract attention from the merchandise 
displayed. 

You will note that the cards carry out the 
idea of using illustrations to harmonize with 
the display and merchandise. Also it is 
plain that some of the cards are purely to 
lend a fall atmosphere to the window, as on 
some of our better merchandise we do not 


THIS 


FAVORITE 
FOR 1936 


a 


put prices in the window, merely stressing 
the quality of the items displayed. 

“Autumn’s favorite for 1936” is a card of 
this latter type. No attempt is made to de- 
scribe the merchandise except for the one 
statement, which is very general and could 
apply to coats, millinery, or tableware. But 
the simple execution of the card, its digni- 
fied appearance, its rich colors, all tell the 
story of quality. The card is better because 
of its simplicity. As to color, the leaves 
were dark brown, red, yellow, and green. 
Each leaf was outlined boldly on one side 
with black. White was used to outline the 
word “autumn’s,”’ which was lettered in 
brush script. The background of the card 
was a very light brown. 

The card headed “Fall 1936” used cocoa 
brown for the figure and the tree, the latter 
having its foliage highlighted with lighter 
brown and yellow. The title was in red. 
Green, yellow, and red leaves fluttered down 


—These show cards, bright with autumn 
colors, add a striking touch to any 
display— 
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across the card. The stock used had a finish 
showing a light brown diamond pattern over 
cream color. 

The card with a vertical and horizontal 
strip of autumn leaves in brown, red, tan, 
and green was titled “Fall!” The lettering, 
done with a pen, was black. The title was 
in the same color, brush lettered, outlined 
in white. The border lines of the columns 
were brown. White dashes separated the 
leaves. The card was a light tan with a 
light brown diamond pattern. 

The figures and lettering in the panel for 
the card on men’s hats were on a solid black 
background. The lettering at the top of 
the card was in white and yellow. Below the 
panel the words “Fall felts for the head of 
the family” were in black over a cream and 
tan background. From left to right the fig- 
ures were as follows: brown suit, green top- 
coat, gray hat with black band; blue suit, 
green hat with brown band; green suit, 
straw-colored hat with orange band. 

For the card showing a feminine head 
wearing a chaplet of vines and grapes, the 
hair was black. The leaves were red, green, 
tan, and yellow. The circle enclosing the 
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—Two of L. E. Summerton's fall displays are 

shown on this page. Gold curtains hang 

behind each "shadow-box" circle in the 

background. The centerpiece is a tan and 

gold vase with large clusters of gold 
grapes— 


head was green. The title was in brown 
script and the pen lettering was black. The 
triangle design at the bottom of the card 
was in red and green. The stock used for 
the poster had a tan diamond pattern over 
yellow. 

But the use of color in autumn display is 
by no means confined to show cards. The 
window displays we recently installed use 
fall motifs to good advantage. All of the 
backgrounds were finished in tones of tan 
and ivory, trimmed with silver or chromium. 
Gold curtains hang behind all of the 
“shadow-box” circles, making a very rich 
appearance. In the fall silk window the 
centerpiece is a tan and gold vase with 
golden-red foliage and large clusters of gold 
grapes. Draped from the center of the large 
circles are three pieces of silk, starting with 
wine color, then brown, and finally rust, thus 


making a pleasing blend of appropriate 
colors. The three vertical drapes are of a 
beautiful shade of orange, giving a flash of 
color to the setting. 

The other display shown follows the same 
general design discussed above. 

We used nine display windows, each 14 
feet long, for autumn presentations. The 
backgrounds are alternated, so that every 
other one is alike, thus: one and three, two 
and four, etc. In this way it is possible to 
obtain an impression of consistency in the 
displays, but at the same time there is no 
monotony by having a long series of win- 
dows in every one of which the same design 
is followed. 





Howard Irwin Joins 
Auerbach Company 

Howard M. Irwin, for many years with 
The May Company, Los Angeles, Calif., has 
taken the post of publicity and sales direc- 
tor with the Auerbach Company, Salt Lake 
City, Utah. He will direct all forms of pub- 
licity, including window and interior dis- 
play. 










































COROBUFF 


AND OTHER 


Decorative Materials 


New Designs for 
Fall and Christmas 


New Prices to Users and Jobbers 


Write for Catalog of Our 
Exclusive Materials for Window and 
Store Decoration 


WINDOW 
ADVERTISING, Inc. 


National Sales Agents 
175 FIFTH AVENUE NEW YORK 




















AMES 
Metal Mouldings 


Chrome, Brass and Copper, both plated 
and solid, made in our own factory. 


Specially designed mouldings made to 
your order. Our prices are right, our 
quality high, service good, and stock large. 


Our latest catalogue lists 75 stock shapes; 
write for your copy. 





We Specialize In Frames 


For the Trade 





AMES METAL 


MOULDING CO., Inc. 
226 E. 144th Street 
New York, N. Y. 


Matt Haven 9-7373 














The Fountain Air Brush 


The AirBrush of the Particular Artist 


The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, III. 
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STEVENSON ANIMOTOR 


Guaranteed Four-Shaft Motor For 


MOTION DISPLAYS 








110 V.—60 Cycle—A. C. or Universal 


FOUR DOUBLE-END SHAFTS 
Fast Rotary—50 r.p.m. 
Slow Rotary—6 r.p.m. 
Indexing—60°, 6 Stops 

2 Secs. Motion—8 Secs. Still 
Oscillation—70°, 10 Sec. Cycle 
Reverse Direction Each End 


Rubber Grommets, for use in mounting, 
eliminate vibration and insure sitence. 
Flanged adaptor for direct connection of 
motion piece to motor—no cams, strings, 
belts, pulleys, etc. 

Used nationally by Kelvinator, U. S. Rub- 
ber, General Electric, Goodrich, Crosley and 
others. 


D. M. STEVENSON ENGINEERING CO. 


2842 W. Grand Blvd. Detroit, Mich. 























SPARKLE FABRICS 
CELLOPHANE FRINGES 
VELOURS & PLUSHES 
RAYON AND 
COTTON ROPING 
Lg 

DISPLAY PAPERS 

METAL CLOTHS 


Note our new 
N. Y. Address 
130 W. 46th St. 


& 
DIE CUT METALLIC STARS 
DIE CUT METALLIC 


° LETTERS 
CHROME METALFLEX 
SAMPLES CHROME LETTERS 
© 
on REQUEST JUMBO CORRUGATE 
VIVIDEC 
GLASSINE 
® REY TRIM 


COROBUFF 


N. Y¥.—130 W. 46th St. 
Chicago, 6 E. Lake St. d 
Boston St. Louis (DeSoto Hotel) Cleveland Detroit 
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Goldblatt Brothers Buy 


Davis Store 

The recent purchase of the Davis Store, 
Chicago, by Goldblatt Brothers has aroused 
much interest throughout retail circles. The 
acquisition of the property increases the 
chain of Goldblatt: stores to a total of ten, 
located in and around Chicago. No person- 
nel changes have been announced as yet 
by the new owners. 





Emile Schmidt Resigns 
From Kaufman-Straus 

Emile Schmidt has resigned his position 
as display manager for Kaufman-Straus 
Company, Louisville, Ky. He has not yet 
made known his future plans. Schmidt was 
formerly display director for Gimbel Broth- 
ers, Philadelphia. 





Metal Mouldings and Frames 
For Display Work 

New illustrated catalogs in chrome finish 
effect have recently been issued for the display 
profession by Ames Metal Moulding Com- 
pany, Inc., 226 East 144 street, New York 
City, describing their seventy-four styles of 
metal mouldings in bright chrome, brass, alu- 
minum, copper and other finishes. Copies 
will be sent upon request. 





Imitation Crown Jewels 
Made for Display 

With the interest of the entire world cen- 
tering on the coronation of King Edward 
VIII next year, many American stores plan 
to display reproductions of the English 
crown jewels as a tie-up with the event. The 
imitations are being made by Robert White 
& Sons, Drury Lane, London, and a set of 
thirty pieces costs about $600. 
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As Specialists in 


:] 
LADIES’ = Lire-Lixe FIGURES 
we ask that you see our line 


MEN’S 
or write us about your 
CHILDREN’S needs. Being direct mfrs., 
our prices are right. 
Mannequins Modern Figure Display Co. 


130 Bleecker St., N. Y. City 











PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 


30 Cooper Square New York City 

















Spencer Products Moves 
To Larger Quarters 

Due to a phenomenal growth in their busi- 
ness, Spencer Products Company has moved 
to 214-218 Sullivan street, New York City, 
in quarters ten times the size of their former 
establishment. Their new display innova- 
tions in pedestal sets, foil corrugated papers, 
decorative papers, trump caps in oval, half- 
round, and triangular shapes for corrugated 
paper displays have received excellent recep- 
tion by the trade. 
Visograph Installs Sixteen 
Electrical Posters 

The Visograph Advertising Corporation, 
New York City, has announced arrangements 
to install sixteen of their electrical moving 
poster devices in the Twentieth Century 
Sporting Club, which has taken over the 
Hippodrome building. The poster devices 
are to be placed in different locations 
throughout the building so as to be visible 
from any part of the house. 






















0S IN MANY 
NDUSTRIES ARE 
EGULAR USERS OF 
WINDOW DISPLAY 
INSTALLATION 
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18% 


JINDOW ADVERTISING, Ine 
AND ASSOCIATES 


17> FUFTH Ave. 


ae a $8" 
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WINDOW ADVERTISING, INC. 






new YORK 















ASSOCIATE 

OF WINDOW 
ADVERTISING. INC 
ARE LEADERS IN 
THEIR TERRITORIES 






















—Designed and built by Windo-Craft Display Service, Inc., Buffalo, N. Y., the display shown abov« 
will be used by the Cooperative Committee of Window Advertising, Inc., to represent their 
group at various trade association conventions. The panel at the left lists prominent users of 
W. A. |. service, while at the right is an enumeration of the members of the association group— 
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Display’s Great Monthly Digest 


SERVICE BUREAU 


fhe DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
i you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
If we do not have the information 
ou want on file, we'll find out for you. 
irself of our incomparable service facilities 
ithout cost or obligation. 
ludes an analysis of any display problem. 


() Air Brushes 

() Airpainting Equipment 
CL) Animated Signs 

(C) Artificial Flowers 

0) Artificial Snow 

(]) Backgrounds 

CL) Background Coverings 
C) Booths and Floats 

C) Brushes and Pens 

L) Cabinets—Revolving 
CL) Card & Mat Board 

() Cardwriters’ Materials 
[] Color Lighting 

[_] Crepe Papers 

(] Cut-out Letters 

C] Cutting Machines 

() Decorative Papers 

CL) Decalcomania 

CL) Display Furniture 

() Display Forms 

CL] Display Racks 

() Drawing Boards 

L) Enlarging Projectors 
(] Exhibit Displays 

(J Fabrics and Trimmings 
Cj Fixtures 

CL) Flags and Banners 

O) Foils 

() Fountains 

CL) Lacquering Outfits 

[] Lamp Coloring 

(] Lighting—Equipment 
CL) Lithographed Displays 
CL) Mannequins 

[] Mouldings 

CL] Metal Sheets 

CL] Millinery Heads 

CL] Motion Displays 

CL] Motion Mechanisms 
0) Natural Foliage 

L) Pageants & Exhibits 
CL) Plaques (Window) 

CL) Paper Mache Specialties 
CL) Photographic Blowups 
[| Plastic and Composition Pieces 
(J Plushes and Velours 
CJ Price Cards—Tickets 
CL) Price Ticket Holders 
(] Reflectors 

(J Sale Banners 

CL] Socks—Window 

C) Show Cards 

CL) Show Card Supplies 
() Show Cases 

(] Show Case Lighting 
CL) Signs—Card Holders 
LC] Signs—Brass—Bronze 
1) Signs—Electric 

L) Sleeve Forms 

[| Stencil Outfits 

( Stock Posters 

CL] Store Designing 

(} Store Fronts 

L] Tackers 

[J Time Switches 

C) Turntables 

CL) Valances 

CL) Wall Board 

C) Window Drapes 

C) Window Lighting 

(J Wood Carvings 


you wish a copy of their catalog? 


{] Do you plan to remodel your store soon? 


you plan to build a store soon? 
MAIL TO 
The DISPLAY WORLD 


CINCINNATI, OHIO 


lay 


This service 
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Window Decorating Guild 
Announces Contest 

The Home Window Decorating Guild on 
September 7 launched a display contest 
which will continue through October 10. The 
awards will be made for the best store win- 
dow or interior display of American-made 
lace net curtains. The first prize is $150; 
second, $50; third, $25; fourth, $25, and ten 
prizes of $10 each. The guild allows $2 to 
each entrant to cover the cost of photograph- 
ing the display. The contest is not confined 
to stores of any special size, and each store 
can enter a window or interior display, or 
both. The curtains may be combined with 
draperies, drapery hardware, or fixtures, 
venetian blinds, window shades, or groupings 
of furniture, but the lace net curtains must 
be featured in the display. All entries must 
be received by October 21. Address the 
Contest Editor, Home Window Decorating 
Guild, 500 Fifth avenue, New York City. 
The awards will be announced before 
November 11. 





Detroit Display Club 
Holds Picnic 

Members of the Detroit Display Club and 
their families and friends enjoyed their an- 
nual picnic at Waterfront park, on Lake St. 
Clair, Tuesday evening, August 25. The 
outing was sponsored by R. D. Johnson, W. 
L. Hudson Company, and F. E. Whitelam, 
R. H. Fyfe Company, officiated as master of 
ceremonies. 

The tennis tournament was won by B. S. 
Van Dorn, Kline’s, and Charles May, Sally 
Ann Shops, won the swimming race. Van 
Dorn also won the diving contest, giving him 
the Art Products Company perpetual trophy 
for the second time in three years. 





A. Matzer Visits 
DISPLAY WORLD 

A. Matzer, formerly display manager for 
F. & R. Lazarus Company, Columbus, Ohio, 
and Thalhimers, Richmond, Va., paid a short 
visit to DISPLAY WORLD August 31 to 
discuss various aspects of display. Matzer, 
confined to a hospital for eighteen months by 
an obscure ailment, has fully recovered his 
health and is considering several opportuni- 
ties to get back into the display game. His 
future plans will be announced shortly. At 
present he is living at Columbus, Ohio. 





Buffet Service Contest 
Announced 

Four hundred dollars in cash prizes will 
be given in a nation-wide electrical house- 
wares display contest to be sponsored by Edi- 
son Electric Institute and twelve prominent 
electrical manufacturers during October. 
Virtually every electrical housewares dealer 
and distributor in the country will take part 
in “National Electric Buffet Service Month.” 
Electrical merchandisers will feature the 
“buffet service” theme in their window and 
interior displays. Awards of cash prizes for 
these displays will be made by competent 
judges on the basis of attractiveness, orig- 
inality and sales appeal. Information may be 
obtained from Electrical Housewares Pro- 
gram, 420 Lexington avenue, New York City. 



















EARN 


WINDOW DISPLAY 
CARD WRITING 
and ADVERTISING 
By Our 
HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 
300 W. Adams Chicago 





BASSONS 


INCORPORATED 
123 FULTON STREET 
NEW YORK CITY 


PAPIER MACHE DISPLAYS 


In THE THIRD DImension 
ADVERTISING, CONVENTION, MANNEQUITIS, WINDOW, ETC. 


FULL ROUND or HALF ROUND 
DISPLAYS HAVE CEFTL 


WE ARE EQUIPPED TO DEVELOPE 
ANO EXECUTE YOUR IDEAS 

























REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a _ postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON, OHIO 


JUST A 














HULA FRINGE 
CELLOPHANE 
CELLOPHANE RIBBONS 
FOILS 
® 


M. H. LEVINE COMPANY 
32 West 27th St. New York City 
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Doint=-of-Jfale Gallery 
of National Displays 





—Although not a "national display," the presen- 

tation of Harriet Hubbard Ayer products by 

B. Altman & Co., New York City, could easily 

be used as a model for a national campaign. 

The theme is that of "balanced" face powders 
for three types of skin— 


$ 


—Copeland Dispiays, Inc.,- New York City, is the 
creator of the attractive exhibit for the Sparklet 
syphon; the display was in connection with the 
Houseware Show held at the Hotel Pennsylvania 
a short time ago. The room was one of the 
outstanding ones at the show— 


t 


—Shown through the courtesy of Kay Displays, 

Inc., in cooperation with Anderson, Davis & 

Platte, this rug display unit enables the shopper 

to sit down and watch the procession of colors 

at her leisure. The unit revolves, showing thirty 

colors, each of which is illuminated by a 
reflector— 











ry 
Bottoms Up 


Biccest SELLER In LouisviLte, KY. 


7t4 THE FAVORITE OF THE NATIONS WHISKY CAPITOL 





—Created by Zipprodt, Inc., Chicago, the Bot- 

toms Up counter and window display uses a real 

bottle which apparently constantly pours its con- 

tents into the “long, tall one'’ embedded in the 
cake of ice— 


THE NEW 


SPARKLET 









SYPHON 
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SPOKANE GOES TO TOWN! 

[Continued from page 4] 
proached to assist in publicity for the affair, 
and as a result they are sending out approxi- 
mately 3,000 letters. Another activity of the 
local club, and one of which they are most 
proud, is the work of the employment com- 
mittee, through the efforts of which thirty- 
seven placements have been made since its 
inception in May, 1935. 

As this is being written, letters are pour- 
ing in from displaymen and display houses 
everywhere stating that they expect to at- 
tend the P. C. A. D. M. convention. The 
services of many competent and nationally 
lnown business executives and display au- 
thorities have been procured, and all indi- 
cations are that we western displaymen will 
soon witness the greatest P. C. A. D. M. 
assembly ever held. Yes, sir! “Spokane 
clicks in ’36!” 

(Editor’s note: A complete account of the 
convention will be given in the October issue 
of DISPLAY WORLD.) 


SHOULD MERCHANDISE BE PRICED 
IN WINDOW DISPLAYS? 
[Continued from page 10] 

a “sharp-shooting merchant,” is that when 
you price your windows you are challenging 
all your competitors to beat your prices. 
And in a good many instances they will do 

it, too! 

Try testing your public response; put in 
a good-looking window—for instance, of 
dresses of normal price—and put a price 
ticket on each dress. Leave them in for 
two days. Then dramatize the same dresses, 
playing up some style feature, leave the price 
off, and permit the display to remain on view 
for two days. Keep count of the times you 
are requested to get garments out of the 
window under both circumstances, and also 
check your sales in the dress department for 
the two different showings. My check on 
this experiment gives the odds to the un- 
priced merchandise by more than three to 
one. 

Some merchants will say, “Our store is 
of the type that demands prices on all win- 
dow merchandise.” Others will say, “Our 
store is of too high a type to price articles 
shown in the windows.” My advice to both 
is to analyze their merchandise to be dis- 
played, to try both ways and keep an accur- 
ate check on the results, and then in the 
future to be governed accordingly. The re- 
sults may be entirely different than they 
anticipate. Each method has merit, and 
only actual checking can determine which 
is better for any particular store. 


R. Wayne Thompson Adds 
To Chest Expansion 

R. Wayne Thompson, Seattle, representing 
Dazian’s, Inc., became the proud father of 
a fine boy August 9. Friends say that 
Thompson’s chest now resembles that of 
Sandow. 











Sam Gordon Organizes 
Gordon Displays 

Sam Gordon, formerly with Virg Process 
Studios, has started an organization known 
as Gordon Displays, Spokane. 
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OPPORTUNITY EXCHANGE 











For Quick Sale 


ANIMATED HOLIDAY 
DISPLAYS 


Christmas attractions for window 
or interior use. 18 units of ani- 
mated newspaper cartoon charac- 
ters each in a separate miniature 
stage 5’x2’x5’. Mounted on rollers, 
easy to handle. Perfect condition. 
Must sell before Nov. 1. For price 
and additional information address 


The Killian Company 
Display Dept. 
CEDAR RAPIDS, IOWA 


SALESMEN WANTED 


By largest distributor of complete line of 
store display materials and accessories to 
sell department, apparel, shoe, jewelry 
and furniture stores. Attractive commis- 
sion basis. Give details, experience, store 
contacts, age and references. Z 


Address “BOX C. D.”’ 
Care DISPLAY WORLD 








FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORA- 
TORS. Made of heavy fleece-lined Jersey cloth, 
55c pr., $3.25 half doz., $5.25 doz., postpaid. An 
elastic tape band is sewed in the top. (U. S. 
Pat. No. 1494653.) Fits over any shoe. Order by 
size shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 











ISINGLASS VALANCES 


Modern, Colorful, Attractive, Inexpensive 
Big Profit Builders 


Local stores and chains welcome the display- 
man who brings them these glass-effect val- 
ances at prices they can afford. Easily put up 
—washable and permanent. Can be lettered or 
silk-screened. A new item for displaymen that 
pays sensational profits without big stock in- 
vestment. Investigate! Special $1.50, Samples. 
Free if you write us today! 


Isinglass Valance Co. 


Dept D - 1 Union Square - New York, N. Y. 








WANTED 


New Lines of 


Decorative and Display 
Materials of All Kinds 


Send Samples and Full Information 


DISPLAY CENTER 


159 Orange St. New Haven, Conn. 








FOR SALE 


Christmas Toy Department At- 
. choice of Sub- 


marine or Airship Ride. 


Address “BOX O. M.” 
Care DISPLAY WORLD 


traction . 








WANTED 


New lines of 


DECORATIVE and DISPLAY 
MATERIALS 


Accessories and Equipment 
We Can Increase Your Sales 
Give Full Information First Letter 


Display Center of Philadelphia 


319 N, Eleventh St. Philadelphia, Pa. 








WINDOW SHOES 
That are off and on in a Jiffy, but can’t slip 
off, that give ample protection. Fit any shoe 
from 6 to 11. Sample pair 10c, to cover cost of 
mailing. Priced at $2.00 for six pairs. 
NEP ELASTO SHOE 
1818 Mackin Road, Flint, Mich. 





DISPLAYS, EXHIBITS, AND SIGNS 
elegantly lettered in the prevailing lettering 
modes with our letter patterns and pattern 
blanks at a remarkable saving in time. Twenty 
modern styles in many sizes. Samples and 
literature. 

DISPLAY-LETTERS CO. 
P. O. Box 235-G New York City 








SALES REPRESENTATIVES 


And Firms wanted in the Middle West and 
Coast, also some Southern states, to handle new 
display novelties, fabrics, and complete line of 
supplies. Write immediately. 

New England Decorators’ Supply Co. 
Boston, Mass. 


262 Devonshire Street 











DISPLAY WORLD FOR 1933 
Cloth Bound—In two volumes. Will sell 
for $5.00 postpaid. First order gets this. 

Address “D, W.” 
Care DISPLAY WORLD 
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Put Life Into Your Displays 
With these New REVOLVO Units 


A> 








WRITE FOR OUR CATALOGUE 


Containing Complete 
Fixtures 


BRAN-NU FIXTURE CO. 
Distributed Only By 


SIEVE & GERBER 


65 East South Water St. Chicago 


Line of Display 








You spend good 


ARDBOARD money for adver- 
tising cutouts or 

EASELS counter merchan- 

‘ gta dise displays. It 
is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 








Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 


FELT LETTER STUDIOS, MFRS. 





§38 South Wells Street Chicago. Illinois 


The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 


Numerals and Letters 
Manufactured by 


Combination Products Co. 
64-74 WEST 23RD ST. NEW YORK CITY 
“Actual Samples sent on request 


LEARN SIGNS IN 3 WEEKS 


Be a combination man! Earn mere money! Ill 
teach you layout, lettering, design, and _ color. 
Make your cards smarter, more effective, and dis- 
tinctive. Better stores everywhere demand and 
pay for this! Complete instruction with pic- $ 

ture alphabets (27 lessons). Send Now! Only 1 


ROGERS STEWART, 3555-D Aberdeen, Alton, IIl. 
(Formér Display Mer.) 




















NEW! Have You Seen 
TINSEL COROBUFF 


Tinsel Cut Out Letters—3 in., 8 in. 
Tinsel Silver Stars—Tinsel Facoedge 
for Christmas? 


SEND FOR SAMPLES 


DIS-PLAY-WELL INC. 


23 East 22nd St. NEW YORK 
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Silk Parade Poster 
Is Released 

Setting the promotional theme of day and 
night in silks, the official poster for The 
Silk Parade has been released by the Inter- 
national Silk Guild. The full color poster is 
one of the most effective produced by the 
guild. 

The poster for the 1936 Silk Parade por- 
trays two classic figures typifying the spirits 
of night and day. Night, carrying a crescent 
moon through a sky powdered with stars, 
wears filmy silks in tones of chartreuse and 
deep blue. Day, carrying the sun, wears 
robes of rich crimson and blue silks, against 
a background of tree tops in glowing autumn 
colors. The poster expresses perfectly the 
“feeling” of silk fabrics, and its appearance 
of luxury and detail typifies the spirit of 
the new mode. 





Motor Company Reports 
Good Acceptance 

D. M. Stevenson, of the engineering com- 
pany of the same name, Detroit, Mich., while 
visiting the office of DISPLAY WORLD 
September 10, reported that increasing na- 
tional acceptance is being accorded the Ani- 
motor sold by his company, several large 
national manufacturing firms having been 
added recently to their list of clients. The 
Animotor is the motor described by Ralph 
Hunter, Kelvinator Corporation, in his arti- 
cle in the August issue of DISPLAY 
WORLD. 





Marshall Root Dies 
After Short Illness 

Funeral services were held September 9, 
in New York City, for Marshall J. Root, 
manager of the eastern branch of the L. A. 
Darling Company.. His death occurred Mon- 
day, September 7, at the Post Graduate hos- 
pital after a week’s illness of streptococcus 
infection. He was 67 years old. 

For many years Root was in business as 
a manufacturer of raised glass letters. Three 
years ago he joined the Darling firm. He 
was at the home office at Bronson, Mich., 
when stricken. He is survived by his wife, 
and two sons, Marshall, Jr., and Wells Root. 
Burial took place in Detroit. 





Display Animation Book 
Published 

Reeder-Morton Publications, Inc., 151 Fifth 
avenue, New York City, has announced the 
publication of “Display Animation,” a year 
book of motion displays. The book discusses 
the use of this type of display for various 
purposes, and gives details of new practical 
motion methods in photographs, dagrams, and 
text. 





Esquire Story Features 
Display Mannequin 

The September issue of Esquire contains 
an amusing Pygmalion-Galatea tale of a 
bookkeeper who fell in love with a display 
mannequin, and the surprising change the 
“affair” brought about in him. Facing the 
article is a cartoon of a displayman kissing 
a mannequin, with the words: ‘Goodbye, 
sweet. I’ve been fired!” 
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Valance Company 
Extends Service 

Enthused with its recent orders from chain 
systems and specialty stores the Union Square 
Valance Company, 1 Union square, New 
York City, has extended its business nation- 
ally to serve merchants and the display pro- 
fession with special order carved glass val- 
ances. The firm also provides valances in 
wood, imitation wood, and various fabrics. 





Metropolitan Display 
Enlarges Space 

Metropolitan Mechanical Display Company 
who have taken enlarged quarters at 50 West 
Twenty-second street, New York City, «re 
issuing illustrated and descriptive bulletins on 
their mechanical displays for Christmas and 
holiday use. 





Join Bonwit Teller 
Display Staff 

Frank Pallotta and John L. Nixon have 
joined the display department of Bonwit Tel- 
ler, Inc., New York City. 
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